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Rough Proofs 


The sudden return to favor of 
Empress Eugenie hats will probably 
cause an unprecedented demand for 
bound volumes of Godey’s Lady’s 
Book. 


* * * 


The empress had a hard time 
making her title stick politically, but 
there’ll never be any question about 
it in the world of fashion. 


* * * 


The first 15,000 of those new hats 
look pretty good, but I’m afraid the 
next 15,000,000 won’t be quite so 
exciting. 

* * oa 


I’ve seen a lot of posters of Ring- 
ling Brothers, Barnum & Bailey 
lately, and not one that I came 
across had any animal pictures on 
it. What’s advertising coming to, 
anyway? 

* * * 


Some of the people in the electric 
refrigeration business are beginning 
to worry about the saturation point 
for the industry. The only thing 
they really need to worry about is 
the possible repeal of prohibition. 


* * * 


The wise-crackers say that Calvin 
Coolidge as a newspaper columnist 
was a flop. Oh yeah? All his con- 
tributions did was to make a lot of 
people want him to run for president 
again next year. 


*- * * 


ADVERTISING AGE said editorially 
that the advertiser is insisting on a 
dollar’s worth of value for every 
dollar of his appropriation. Hugh 
Blakeley says this is a mistake— 
what the advertiser really wants is 
two dollars of value for each dollar 
of the appropriation. 


Night golf has been inaugurated 
in Chicago. This is going to be a 
big help for the members of the 
Alibi Club. 


* * * 


The space salesmen beat the space- 
buyers at the golf tournament of the 
Six Point League in New York. And 
still they wonder why there are so 
many cancellations in the mail. 


* * * 


An association has been formed 
on the West Coast to advertise 
Christmas trees. Part of their job 
will be to convince the dear little 
kiddies that there is a Santa Claus. 


* * * 


The radio broadcasters are going 
to demonstrate their enunciation and 
pronunciation for the benefit of a 
jury of experts. Personally, I'll be 
satisfied if they'll quit saying 
“agane” for “again.” 

” * * 


John D. Ames, publisher of the 
Chicago Journal of Commerce, has 
qualified for the national amateur 
golf tournament. Applications from 
advertisers and agents for practice 
rounds with Mr. Ames will be con- 
sidered in order of receipt. 


* * * 


“It is evening, and under the sta- 
tion lights, a man with a Gladstone 
bag moves out toward a limited 
train.” 

It’s a shame to waste such a good 
opening for a mystery thriller on a 


» mere advertisement for the A. B. C. 


Copy CuB 


TEACH SOUTH 
TO ROLL OWN 
WITH ‘TARGET’ 


New Cigarette Making Machine 
Is Offered 


Louisville, Ky., Aug. 6—Indica- 
tions that the Big Four in the ciga- 
rette field committed a tactical error 
when they raised the price of ciga- 
rettes are becoming more numerous 
daily in this tobacco center. 

While the Big Four are explaining 
to the Federal Trade Commission the 
Brown & Williamson Tobacco Com- 
pany is taking advantage of the 
business depression, the high price 
of cigarettes and the adoption of 
cigarette taxes in many Southern 
States with a campaign to induce 
smokers throughout the country, but 
particularly in the South, to roll 
their own. 


Tennessee, for instance, has placed 
a four-cent tax on cigarettes, and 
the majority of retailers piously give 
themselves an extra profit of one 
cent, selling a package of 20 of any 
of the leading cigarette brands for 
20 cents, or one cent per smoke. 

With its Target tobacco and ciga- 
rette rolling machine, Brown & Wil- 
liamson are teaching the populace to 
roll: their own and get 30 cigarettes 
from a ten-cent package of tobacco. 


Open Six States 


Thus far the company has entered 
six States, opening in Arkansas and 
expanding to Alabama, Mississippi, 
Georgia, Tennessee and South Caro- 
lina after it was convinced its pro- 
gram was sound. 

W. R. Hendricks, advertising man- 
ager, explained that about 4,000 lines 
of introductory copy is used in news- 
papers in each city entered, but that 
thereafter the company allows the 
economy story to sell itself. 

The advertising offers a Target 
cigarette making machine, two pack- 
ages of Target cigarette tobacco, in- 
cluding papers, and one metal con- 
tainer for hand-made cigarettes, for 
$1. This figures 75 cents for the 
machine, 5 cents for the cigarette 
case and 20 cents for the tobacco. 

Each Target package yields 30 
cigarettes. The buyer may amuse 
himself in his leisure by rolling 
cigarettes to be placed in his case 
for later consumption. 


Behind in Deliveries 


Mr. Hendricks said the cigarette 
machines are made in Cincinnati and 
the manufacturer is far behind with 
deliveries. 

The cigarette tax has led to con- 
siderable “bootlegging,” cigarettes 
being shipped direct to the con- 
sumer at the latter’s request by 
some not too scrupulous concerns. 

The Continental Tobacco Company 
is meeting the demand for a cheaper 
cigarette in the South with Paul 
Jones, a blend of domestic and im- 
ported tobaccos, which sells at 20 for 
10 cents, plus tax, if any. 

Brown & Williamson have re- 
ceived a number of letters from en- 
terprising business men, suggesting 
they would be glad to take over the 
state rights on the new method. 
Thus far, the company has declined 
with thanks. 


Manufacturers Expand 
Individual Campaigns 

Chicago, Aug. 7—Discontinuance 
of the National Home Furnishings 
Program, will have little effect on the 
volume of advertising placed by the 
furniture industry, it is said here. 

A new crop of individual. cam- 
paigns or extensions of present ones 
will develop as the result of manu- 
facturers being released from obli- 
gations to the Program. 


Indianapolis, Ind., Aug. 6—The 
national co-operative advertising 
campaign of the furniture industry, 
started in 1929 on a four-year con- 
tract basis, with over $4,000,000 
pledged for the four years, has been 
canceled after running less than two 
years. 

Increasing opposition to continu- 
ance of the campaign from subscrib- 
ers, including both furniture manu- 
facturers and retailers, caused the 
decision to discontinue. 

The revolt, starting early this 
year, was based primarily on busi- 
ness conditions. The furniture in- 
dustry has been particularly hard 
hit, and collection of the subscrip- 
tions, which fall due every six 
months, has become more and more 
difficult. 

The co-operative campaign, incor- 
porated under the title of the Na- 
tional Home Furnishings Program, 
has been conducted by the Millis Ad- 
vertising Company under the direc- 
tion of a committee appointed by the 
National Retail Furniture Associ- 
ation and the National Association 
of Furniture Manufacturers. Among 
subscribers were dealers and manu- 
facturers in all branches of home 
furnishings—draperies, floor cover- 
ings, and kitchen furnishings, as 
well as furniture. About 2,200 sub- 
scribers were listed, of whom 700 are 
manufacturers and 1,500 retailers. 

Preliminary legal steps toward 
cancellation of the contracts and li- 


Furniture Industry 
Quits in Middle of 


Four- Year Program 


PROGRAM COUNSEL 


Fred Millis 


quidation of the campaign fund were 
taken by the board of governors of 
the National Retail Furniture Asso- 
ciation at a meeting in Chicago. The 
board’s decision was announced in a 
letter to subscribers, signed by Fred 
Millis, president of the advertising 
agency, as general counsel for the 
program. 


Decide to Cancel 


The decision was that the maga- 
zine advertising and the general mer- 
chandising activities, which con- 
‘sumed about 85 per cent of the fund, 
should be stopped immediately. Spe- 
cific activities now in process, espe- 
cially the second annual National 
Furniture Style Show, scheduled for 
the first week in October, will be car- 
ried out. Tie-up material for the 
Style Show—newspaper advertising 
and publicity, window cards, posters 


(Continued on Page 10) 


Last Minute 


lege, Berea, 
on his staff. 
Barton, as a trustee of the college. 


To Sell “Couettes” 


sional size for beauty shops. 


of this program. 


Chicago, Aug. 


Sample-Hummert, Inc. 


News Flashes 


Now It’s “Colonel” Bruce Barton 


Frankfort, Ky., Aug. 7.—In recognition of services rendered Berea Col- 
Ky., Governor Sampson has appointed Bruce Barton, chairman 
of the board of Batten, Barton, Durstine & Osborn, New York, a colonel 


Mr. Barton recently succeeded his late father, the Rev. William B. 


Through Beauty Shops 


Brunswick, N. J., Aug. 7.—Johnson & Johnson, who recently developed 
Couettes, squares of cotton for applying cosmetics, will issue a new profes- 


Columbia Phonograph in Big Expansion 
New York, Aug. 7.—The Columbia Phonograph Company will establish 
branches throughout the country to.sell radio, electric refrigerators, house- 
hold my and allied lines, Vice-President William C. Fuhri announced. 
Arthur A. Trostler has been appointed general sales manager in charge 


Banker Becomes Agency Vice-President 


7.—Edwin G. Foreman, Jr., former vice-president of the 
Foreman-State. National Bank, has become a vice-president of Blackett- 


UTILITIES OPEN 
BATTLE TO D0 
MERCHANDISING 


Get Injunctions Against New 
Kansas Law 


Topeka, Kan., Aug. 6—Following 
the arrest of its sales manager, the 
Capital Gas & Electric Company, 
and nine other subsidiaries of the 
Henry L. Doherty Company, have 
secured temporary injunctions re- 
straining public officials from en- 
forcing the new Kansas law prohib- 
iting utilities from selling merchan- 
dise. 

The battle lines are clearly de- 
fined, since independent merchants 
rushed to offer their services and 
resources to the State in its enforce- 
ment of the statute. 

The anti-merchandising law passed 
by the 1931 Kansas legislature took 
effect August 1, but no attempt to 
enforce it was made until Monday, 
August 3. 


Arrest Sales Manager 

On that day L. L. Roesle, sales 
manager of the Capital Gas & Elec- 
tric Co., was formally placed under 
arrest charged with selling an elec- 
tric hot plate for $5. He was haled 
into the Court of Topeka forthwith, 
where he pleaded guilty to the charge 
and was fined $100 and costs. 

Other Doherty companies imme- 
diately banded together with the 
local utility to fight the law. As- 
torneys rushed into the Shawnee 
County district court and secured 
temporary restraining orders to pre- 
vent County Attorney Logan and 
Attorney General Boynton from en- 
forcing the law. Judge Otis E. Hun- 
gate, who signed the temporary in- 
junctions, set August 10 for the 
hearing. 

The Business Men’s Educational 
Association, Inc., a new state organ- 
ization of independents, then entered 
the fray. Through its secretary, R. 
E. Ela, of Topeka, the association 
announced it had tendered its serv- 
ices to J. Glenn Logan, county at- 
torney, and Roland Boynton, State 
attorney general, in upholding the 
affirmative side of the question. 

The association has a membership. 
of between 300 and 400 merchants 
in Kansas. Fred Shimmons, of Law- 
rence, is president, and A. W. 
Bender, of Holton, vice-president. 


Ten Utilities Involved 

The utilities which secured the in- 
junctions were the Capital Gas & 
Electric Co., the Wyandotte County 
Gas Co., Girard Gas Co., Newton 
Gas Co., Arkansas Valley Gas Co., 
Hutchinson Gas Co., Pittsburg Gas 
Co., Wichita Gas Co., Union Public 
Service Co., and the Western Dis- 
tributing Company. 

The companies allege the new law 
is unconstitutional for the following 
reasons: 

1. Because of uncertainty and am- 
biguity in defining the act or acts 
attempted to be prohibited. 

2. Effort to deprive plaintiff of 
property rights, powers and privi- 
leges granted by charter without ex- 
press amendment to charter. 

3. Deprives plaintiff of property 
and property rights without due 
process of law in violation of state 
and federal constitutions. 

4. Act constitutes unreasonable 
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power, statute not being in interest 
of public morals, safety, health and 
welfare. 

5. Subject matter of act not 
clearly expressed in its title. 

6. Act undertakes to prevent mis- 
use of merchandising by public utili- 
ties by prohibiting proper and law- 
ful use of merchandising in connec- 
tion with such business. 

7. Act contains more than one 
subject. 

8. Vests in public service commis- 
sion powers and duties not clearly 
indicated in title of act. 

9. Law impairs obligation of con- 
tracts in violation of Clause 1, Sec. 
10, Art. 1, Constitution of United 
States. 

The new Kansas law provides a 
minimum fine of $100 and a maxi- 
mum of $500 for violation of its pro- 
visions. 


New Corporate Control 

Corporate control of the Melliand 
Textile Monthly, New York was 
transferred from The Melliand, Inc., 
to Textile Manufacturers Monthly, 
Inc., with the July issue. Dr. E. 
K. Schwarz is president and Leigh 
S. Toman has become business and 


advertising manager. 


Open New York Office 


The New England Broadcasting 
System, of Boston, has opened a 
New York office at 542 Fifth avenue 
in charge of John A. Gillis, late of 
the United States Daily. The sys- 
tem is made up of stations in Boston, 
Worcester, Providence and Portland. 


Pass Advertising Bill 


The Alabama legislature has 
passed a bill prohibiting misleading 
advertising. One clause makes it un- 
lawful to offer goods at a “private 
sale” when the merchandise is being 
sold to the trade as a whole. 


Back with Whiz 
George F. Smith has returned to 
the R. M. Hollingshead Co., Cam- 
den, N. J. (Whiz automotive prod- 
ucts) as vice-president and general 
manager after six months’ absence. 


One for Billingslea 


A. H. Billingslea has become New 
York representative of Farm and 
Ranch Review, Calgary, Canada. 


PEPPERELL TO 
CREATE DEMAND 
FOR CONVERTERS 


Will Advertise Garments Made 
of Its Fabrics 


Boston, Mass., Aug. 6—One of the 
most extensive campaigns yet staged 
by the Pepperell Manufacturing 
Company will be launched in Sep- 
tember in support of manufacturers 
who use Pepperell fabrics in their 
garments. 

The campaign will open in Collier’s 
of September 12 and swing into 
color in the October issues of The 
Ladies’ Home Journal and McCall's 


W.| Magazine. 


Most of the copy will feature the 
merchandise offered the public by 
manufacturers who hold the Pep- 
perell franchises. [Illustrations of 
these products, with the names of 
the manufacturers and the selling 
prices, will be given. 

In the initial advertisements pa- 
jamas made by Steiner & Son, Inc., 
New York, are illustrated and de- 
scribed. Other products mentioned 
in the same copy include shirts by 
the Wachusett Shirt Company, Leo- 
minster, Mass.; shorts by the Mc- 
Loughlin Manufacturing Company, 
New York, and striped and fancy 
shirts made by the Commercial Shirt 
Company, New York. . 

Similar co-operation will be given 
many other manufacturers in later 
advertisements during the ten 
months the campaign will run. 

Sales help of nearly every type 
has been prepared for the use of re- 
tailers wishing to tie up with the na- 
tional campaign, particularly mate- 
rial for window displays. 


Circulation Analysis 
The Ladies’ Home Journal will be 
the chief battlefield of the campaign, 
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ARROW ADOPTS MORE EMPHASIS 


Cluett, Peabody & Co., makers of Arrow Collars, found 
the public wasn’t much interested in their gentlemanly con- 
trast between stiff afid soft collars, so they are making the 
point more evident. The campaign is running in car cards. 

The company makes all kinds of collars and says its only 
interest is in elevating the style ideas of American men as a 
contribution to the men’s wear industry. 


and an interesting feature of the co- 
operation offered retailers is an 
analysis of the circulation of this 
magazine in their home cities. 

“For example,” the advertising 
department of the company points 
out in this offer to dealers, “Wil- 
mington, Dela., has a population of 
107,955. But it has only 18,103 na- 
tive white families. And to a store 
in Wilmington, native white families 
are the best customers. 

“Out of this number of families 
6,893 are listed by the government 
as paying income taxes. That is, 
6,893 people receive over $1,500 as 
salaries. They are obviously the best 
market for any store, for they have 
the money to spend. Now, into Wil- 
mington, Dela., each month go 4,035 
copies of The Ladies’ Home Journal 
—almost one to every fourth family, 
and nearly one magazine to every 
person paying an income tax.” 

The campaign is in charge of the 
H. B. Humphrey Company. Allyn 
B. McIntire is vice-president and di- 
rector of the sales division of the 
Pepperell company. 


Arkansas Newspapers 


Expand Their Staff 


Three additions to the staff of the 
El Dorado (Ark.) Daily News and 
Evening Times have been announced 

v Francis W. Farris, advertising 
manager. 

W. M. Thomas comes to the dailies 
from Nashville, where he has been 
advertising counselor of a publish- 
ing house. Glenn B. Ross has served 
the Ewing papers in New Orleans 
and Shreveport, and C. R. Koonce, 
appointed classified advertising man- 
ager, has been with the Dallas 
Times-Herald and Memphis Com- 
mercial Appeal. 


Frederick Couzens 
with Millsco Agency 


Frederick Couzens has joined the 
Millseco Agency, New York. He re- 
ceived his advertising training in 
London, and has served the Haynes 
Agency, New Zealand, and the 
Frank Goldberg agency in Australia, 
among others. 

D. Rankin is another addition, 
coming from S. S. Kope & Co., pub- 
lishers’ representatives. A third is 

B. Heeseler, who has been with 
Importers’ Guide. 


Two for Murphy 


Caroll Dean Murphy, Inc., Chi- 
cago, has been ey to handle 
the advertising of the educational 
courses of the Central Y. M. C. A. 
and the Cody Trust Co., both of 
Chicago. 


Off for Europe 
Abraham Lomaskin, production 
manager of the Davidson Press, New 


York, has sailed for Europe to study 


methods in the graphic arts there. 


Show Division 
of Population 
by Race, Color 


Washington, D. C., Aug. 6—Of 
the total population of 122,755,046 
in the United States in 1930, there 
were 108,864,207 whites, 11,891,143 
Negroes, 1,422,533 Mexicans, and 
332,397 Indians, the Bureau of Cen- 
sus announced August 4 in an analy- 
sis of the population by color and 
race. 


The remainder, amounting to only 
0.2 per cent of the total, is composed 
of Chinese, Japanese, Filipinos, Hin- 
dus, Koreans, and all others. 

Significant shifts in distribution of 
the Negro population during the last 
decade are disclosed in the Bureau’s 
figures. The Negro population in 
1930 registered a numerical increase 
over 1920 of 1,428,012, or 13.6 per 
cent. 


The North, with a 1930 Negro 
population of 2,409,219, showed an 
increase over 1920 of nearly 1,000,- 
000, or a percentage increase of 63.6. 
The South, on the other hand, with 
a much greater Negro population of 
9,361,577, showed a numerical in- 
crease of less than 500,000, or only 
5 per cent. 


Percentage of Mexican population 
increased from 0.7 per cent (esti- 
mated) in 1920 to 1.2 in 1930; In- 
dian from 0.2 to 0.3, while all others 
grouped together remained at 0.2 per 
cent of the total. 


McC ews Chairman 


of Free Press Group 


Col. Robert R. McCormick, of the 
Chicago Tribune and New York 
Daily News, has accepted the chair- 
manship of a Freedom of the Press 
committee formed in New York un- 
der the auspices of the Thomas Jef- 
ferson Memorial Association. 

A national day will be set aside 
to honor this ideal. 


“Secrets of Success” 
Life Savers Feature 


“Secrets of Success” will be the 
title of a nightly radio program to 
be staged by Life Savers, Inc., in 
September, through Critchfield & 
Co., Chicago. 

The Life Savers Success Reporter 
will conduct a series of interviews 
with successful folk, some famous, 
some unknown. 


Win Simonds Prize 


Two Londoners won the $1,500 
offered by Alvan T. Simons, Simonds 
Saw and Steel Co., Fitchburg, Mass., 
for the best essays on “Government 
Interference with the Free Play of 


TELL STORY ON 
TAGS ATTACHED 
TO THE GOODS 


Cleveland, O., Aug. 6—The selling 
story of any product sold through 
hardware stores should be placed on 
a tag attached to the merchandise, 
in the opinion of the Hardware 
Council, which met here. 

The Council also recommended 
issuance of selling talks in a stand- 
ard size for insertion in 8% x 11 
loose-leaf binders, and the standard- 
ization of display cards. 

The resolutions said: 

“It is recommended that manufac- 
turers prepare printed slips to ac- 
company all items sold through hard- 
ware channels, outlining the merits 
of the article and giving the selling 
points which the makers wish to 
reach the retailer and his sales or- 
ganization, so that they may effec- 
tively present the goods to the con- 
sumer. 

“Slips can be pasted on the boxes 
and cartons, or on tags for packages 
that do not permit such pasting. 


Size of Sales Talks 


“The issuing of selling talks, in 
standardized form, for insertion in 
8% x 11 loose-leaf binder, is also 
recommended to manufacturers as 
an aid to retailers and their sales 
people in selling the goods, and also 
for the information of their own and 
wholesalers’ selling forces. 

“All such printed matter to be as 
brief as possible to concisely present 
the selling points of the goods to the 
user. 

Wholesalers should iystruct their 
salesmen to co-operate by calling at- 
tention of retailers to the practical 
aids presented by the selling helps. 

“Retailers should insist on their 
employees reading and posting them- 
selves on the merits of the merchan- 
dise so that they may be able to 
clearly present those merits to the 
consumer. 

“Display cards (3% x 5%, 5% x 
7, 7 x 11, 11 x 14) may also be 
printed and distributed by the manu- 
facturers for the use of retailers in 
displaying their goods.” 


Pave Way for 
Appeal of Utah 
Tobacco Law 


Salt Lake City, Utah, Aug. 6— 
The Utah State Supreme Court has 
again declared the Utah anti-tobacco 
advertising law constitutional, thus 
paving the way for an appeal to the 
United States Supreme Court. 

The original decision of the court 
was on a demurrer and it was neces- 
sary to take the case through the 
state courts again. 

The law, passed two years ago, 
prohibits the use of certain mediums, 
such as posters and street car cards 
in tobacco advertising, while it ex- 
empts newspapers, magazines and 
radio, because of their interstate 
aspects. 

The State Supreme Court divided 
on the decision, the minority holding 
the law is unconstitutional because 
it prohibits the advertising of some- 
thing which can be bought without 
hindrance. 


Duties Changed 


L. S. Hamaker, who has been ad- 
vertising manager of the Republic 
Steel Corp., Youngstown, O., has 
been appointed manager of sales 
promotion. 


Joins Western Agency 


Bruce M. Angle, until recently ad- 
vertising manager of the Armour 
Fertilizer Works, Chicago, has 
joined the contact staff of the West- 
ern Advertising Agency, of that city. 


Southern Publisher Dead 


Mississippi newspapers, died at Sen- 


Economic Forces.” 


atobia, Miss., August 3, of a heart 
attack. 


J. B. Snider, Jr., publisher of five , 
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DEALERS BOOSTS 
TWINPLEX SALES 


Cut Number, Increase Quality, 
of Salesmen 


St. Louis, Mo., Aug. 6—The dealer 
is tired of listening to salesmen who 
enthusiastically pound the counter 
and tell him he can sell more of that 
particular line of merchandise, but 
he can’t get enough of the idea man 
who will come into the store and do 
things which will help move the line. 

This belief explains why the Twin- 
plex Sales Company does more busi- 
ness with five idea men than it for- 
merly did with 15 salesmen, Tom 
Lark, advertising manager of the 
company, told the Advertising Club 
of St. Louis Tuesday. 

“This limited staff cannot contact 
dealers as often as formerly,” said 
Mr. Lark, “so we feed outlets a con- 
stant stream of selling ideas by mail. 

“How this policy works is indi- 
cated by the fact that when we re- 
cently brought out a new model, we 
secured 90 per cent distribution in 
three weeks. 

“We have won the respect of deal- 
ers. They know we won’t place an 
undue burden on our national ad- 
vertising by insisting that it do the 
entire selling job, but will help the 
dealers cash in on it by education.” 

When a distributor or dealer falls 
down on his job, according to Mr. 
Lark, he doesn’t relish being told he 
has fallen down. What he wants is 
some one to tell him why he has 
failed, and the Twinplex crew is 
trained in that. They will write an 
advertisement for the dealer, ar- 
range a display, or give the sales- 
man a few hints on how to overcome 
sales resistance. 


The Unhappy Salesman 


Mr. Lark paid his respects to 
sales contests, arguing that the ma- 
jority of salesmen who find them- 
selves embroiled in such an unpleas- 
ant piece of business usually work 
on the sympathy of the dealer for 
an order to enable him to make a 
showing. The dealer may respond, 
but the merchandise is likely to stay 
on his shelves. 

Mr. Lark pointed out that the 
larger the store, the more difficult 
it is to get orders in this way. The 
men who sell the goods usually have 
nothing to do with buying the mer- 
chandise. The buyer is a _ cold- 
blooded individual who depends on 
his records of stock movement when 
he is ordering. 

The Twinplex salesmen contact 
this buyer closely, because he has 
the figures to tell them exactly what 
they want to know. If the news is 
unfavorable, they simply get permis- 
sion to prowl around until they learn 
the answer. 

Still another check is the regular- 
ity with which orders come into 
headquarters, often telling another 
distress story which indicates action 
is needed in certain spots. 

Mr. Lark believes the American 
Magazine idea of family selling is 
sound. 

“There is a family consensus that 
is important to every product,” he 
asserted, “whether it be an automo- 
bile or a toothpaste.” 

He is also keen on reaching the 
coming generation—the men and 
women of tomorrow. 

One of the most productive pieces 
of Twinplex advertising has been a 
booklet which not only tells salesmen 
how to move this product, but how 
to sell blades, shaving cream, and 
talcum powder at the same time. 


$1,000,000 Account 
Gets a Transfer 


The Congress Cigar Company, 
Philadelphia, reputed to spend 
$1,000,000 a year on its La Palina 
cigar, has appointed Batten, Barton, 
Durstine & Osborn, New York, to 
direct the advertising of that brand. 


“SHOW ’EM HOW” 


es 


Tom Lark 


Print Menus 
for Whole Week 
to Lure Diners 


New York, Aug. 6—‘Where do we 
eat tonight?” : 

The Childs Company is attempt- 
ing to answer this query for a larger 
number of New Yorkers than here- 
tofore by putting in their hands the 
menu for its dollar dinner for an 
entire week. 

This menu card will be sent to 
those of either sex at home or office, 
and a large distribution is being de- 
veloped. 

Emphasis is placed on the home, 
however, with the argument that 
“when Mrs. Commuter is planning 
your evening meal, a copy of these 
menus might be valuable for the 
suggestions they contain. Why not 
let us send her a copy each week?” 

Childs believes that many Mrs. 
Commuters, after reading the card, 
will decide it is cheaper to go to that 
institution for dinner than to serve 
it at home. 

The menu card is also stimulating 
demand for Childs Tea Package and 
Childs Tomato Juice Cocktail, both 
of which are sold for 25 cents for 
use in the home. 

“All you can eat for 60 cents” tells 
the story of a test Childs is conduct- 
ing in one of its Chicago units. 


Foldabrush Ties Up 


with Atlantic Fliers 
“Pilots Herndon and Pangborn 
plan to land clean-shaven,” said an 
advertisement in the New York 
Times of July 29, featuring the 
Foldabrush shaving kit in connec- 
tion with the fliers’ hop for the Con- 
tinent. 
The account is handled by Dor- 
rance, Sullivan & Co. 


Brown & Bigelow in 


Expansion Program 

Brown & Bigelow, St. Paul, will 
construct a $350,000 plant to pro- 
duce remembrance advertising, as 
part of an expansion program. 

The St. Paul building will be de- 
voted to the manufacture of playing 
cards for advertisers. New distrib- 
uting plants have been established at 
South Bend, Ind., and Toronto. 


Baumgarth Company 
Gets Paxton’s Help 


H. R. Paxton has resigned as vice- 
president of the Service Printing 
Corp., South Bend, Ind., to become 
sales manager of the direct advertis- 
ing and printing division of the 
Baumgarth Company, of that city. 

Brown & Bigelow, St. Paul, own 
the Baumgarth Company. 


Harding Resigns 
to Form Own Agency 


Harry L. Harding has resigned 
as advertising and sales promotion 
manager of the United Drug Co., 
Boston, to form his own advertising 
agency in that city. 

Mr. Harding has been succeeded 
by John E. Fontaine, formerly with 
the Thompson-Koch Co., Cincinnati 
agency. 


Makers of Sports 
Clothing Organize 


A tentative association of manu- 
facturers of sports clothing was 
formed at a recent meeting in Chi- 


cago. 

The objectives will be to standard- 
ize colors, traveling seasons, charges 
on special orders and sizes. 


DAMN TORPEDOES 
SAYS W. T. GRANT 


New York, Aug. 6—With 33 new 
department stores opened since the 
first of the year, the W. T. Grant 
Company will speed up its expan- 
sion program to open 33 more be- 
tween now and Christmas, bringing 
its total above the 400 mark. 


Preliminary advertising whets the 
public appetite for the merchandise 
to be dispensed and as soon as the 
doors are thrown open, the company 
becomes one of the dominant local 
advertisers. 

R. G. Parker, advertising man- 
ager, said the expansion is conducted 
“at a normal pace and in accordance 
with a pre-arranged general plan.” 

Here are the 33 cities in which 
stores have been opened since Jan- 
uary 1: 

Brownsville, Texas; St. Johnsbury, 
Vt.; Galesburg, Ill.; Parkersburg, 
W. Va.; Springfield, Mo.; Ogden, 
Utah; Burlington, Vt.; Saginaw, 
Mich.; Taunton, Mass.; Chicago, 
Ill.; Lock Haven, Pa.; Dover, N. J.; 
Steubenville, Ohio; Glens Falls, N. 
Y.; Mechanicsville, Pa.; Norfolk 
Downs, Mass.; Bayside, N. Y.; 

Greenville, Pa.; Chambersburg, 
Pa.; Mattapan, Mass.; Jamaica 
Plain, Mass.; Philipsburg, Pa.; Leo- 
minster, Mass.; Arlington, Mass.; 
Shippensburg, Pa.; Hinton, W. Va.; 
Pottstown, Pa.; Hopewell, Va.; De- 
catur, Ala.; Middletown, Pa.; Bur- 
lington, N. J.; Chicopee, Mass.; Riv- 
erside, N. J. 


Locale of Stores 


Additional stores are to be opened 
in the following 33 cities: 

New Rochelle, N. Y.; Savannah, 
Ga.; New Albany, Ind.; Kansas City, 
Mo.; Bloomsburg, Pa.; 181st St., 
New York City; Charlottesville, Va.; 
Hutchinson, Kan.; Elizabethtown, 
Pa.; Madison, Wis.; Circleville, 
Ohio; Ellwood City, Pa.; Fargo, N. 
D.; Red Bank, N. J.; Granite City, 
Ill.; Cambridge, Ohio; St. Peters- 
burg, Fla.; Montpelier, Vt.; 

Akron, Ohio; Gadsden, Ala.; 
Youngstown, Ohio; West Chester, 
Pa.; Alexandria, La.; Huntsville, 
Ala.; Philadelphia, Pa.; Delphos, 
Ohio; Columbia, S. C.; Hickory, N. 
C.; Jeannette, Pa.; Great Neck, L. 
I.; Concord, N. C.; Vandergrift, Pa.; 
No. Philadelphia, Ohio. 


Resume Copy 
on Pineapples 
After Vacation 


New York, Aug. 6—National ad- 
vertising will be resumed this month 
by the Association of Hawaiian 
Pineapple Canners, it has been an- 
nounced by McCann-Erickson, whose 
San Francisco office will handle the 
account. 


This association formerly adver- 
tised extensively but discontinued its 
campaign about three years ago be- 
cause the advertising had developed 
a considerably larger demand than 
growers and canners were able to 
handle. The pineapple crop this year, 
however, is one of the largest on 
record, and it was felt additional ad- 
vertising would be required to sell it. 

Mediums used will principally in- 
clude the color pages of Sunday 
newspapers and women’s magazines. 
Trade papers will also be widely 
used to offer sales material to 
dealers. 


Rule on “Realtor” 


The thirteenth decision ascribing 
ownership of “realtor” to the Na- 
tional Association of Real Estate 
Boards and its members has been 
made at Washington, D. C. 


Joins “Review” Staff 


Willard K. Trout assumed his new 
duties with the Chicago advertising 
department of Pictorial Review, New 


York, this week. He was formerly 
with Conde Nast. : 


No. 74 of a Series 


Les 


MY POP 


he knows everything 


A billion dollars to us, is simply a figure we used 


lightly when we were a boy. 


When any other kid boasted about his old man 
having a hundred dollars, we said our old man 
had a thousand dollars, he said his old man had a 
million dollars and we said our old man had 
a billion dollars and he said his old man had a 
trillion dollars and that always stumped us. We 


never seemed to get it started right so we d come 


out at the end with a trillion. 


But these billion dollar figures don’t phase us 


any more. We look them right in the eye. 


Taking figures from original credit reports, we 


can find the aggregate wealth of the readers of 


Scribner's. Here they are: 


Scribner's 
Readers 


11,790 
19,953 
9,976 
17,232 
4,534 
4,535 


We've looked at these figures from several angles 
and they stand up. We looked at them first from a 
manhole at the corner of Madison Avenue and 
44th Street in New York City and again from the 
top of the Chrysler Building in the same neighbor- 
hood, and they didn’t shrink or dry up and blow 
away. Four billion and a half they were and four 


Estimated Average 
Financial Worth 


$ 5,000 
10,000 
25,000 
50,000 

200,000 

500,000 


Estimated Total 
Financial Worth 


$ 58,950,000 
199,530,000 
249,400,000 
861,600,000 
906,800,000 

2,267,500,000 
$4,543,780,000 


billion and a half they remain. 


And it would be a pretty sad thing if we had to 
point the moral of what four and a half billion in 


buying power can mean to an advertiser talking to 


the 250,000 in the Scribner homes. 


SCRIBNER'S, 
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Marking up the Saturation Point 


The electric refrigeration industry 
is leading the country at present, in 
demonstrating that sales can be 
made in increasing volume in spite 
of depression talk. The industry is 
fortunate, perhaps, in that it is 
young and growing, and likewise in 
that it has aggressive leadership, 
possessed of courage and merchan- 
dising intelligence. It represents one 
of the bright spots in America. 

Some of the observers say that it 
has been agreed that the industry 
will reach its saturation point in five 
years, and that the smashing ad- 
vertising and sales campaigns now 
under way by leading manufacturers 
are based on the theory that the busi- 
ness will be all mopped up by 1936. 
The manufacturers, according to this 
view of it, are trying to get the 
lion’s share of the business while it 
is still available. 

Trying to find a saturation point 
for electric refrigeration, it seems to 
ADVERTISING AGE, is a good deal like 
the efforts which were made fifteen 
years ago to establish a similar point 
for the automobile industry. They 
were unsuccessful, because the sta- 
tistics continued to show opportuni- 
ties for expansion which had not 
been believed possible by the experts 
who plotted the sales curve for fu- 
ture years. 

Of course, there is a tendency for 
any industry to stabilize, for the 
rate of increase to slow up, so that 
the curve flattens out. But “stabil- 
ization” is a different word from 
“saturation,” and obviously indicates 
a far sounder and more satisfactory 
view of future possibilities. When a 


market becomes saturated, there is 


little further opportunity for sales 
and advertising effort to work effec- 
tively. 

The limitations of electric refrig- 
eration are perhaps more exactly 
defined than those of some other in- 
dustries, since its use depends upon 
the availability of electric current, 
or, for most purposes, the availabil- 
ity of central station current. The 
number of wired homes, constituting 
the immediate market, is definitely 
known, and the group with incomes 
considered within the field of pros- 
pective buyers is also known. With 
a given rate of sale, the disposition 
of the potential market within five 
years might readily be calculated. 


However, there are a number of 
features which will contribute to the 
expansion of the market, and these 
cannot be calculated with any de- 
gree of certainty. First is the pos- 
sibility of reduced costs. The mak- 
ers of Majestic and some other elec- 
tric refrigerators are seeking to be 
the Fords of the refrigeration field, 
and the lower prices they announce, 
the larger the number of prospective 
buyers becomes. 


Second, the expansion of residen- 
tial construction, which has been at 
« low ebb for the past two years, 
will add a greatly increased number 
of new homes, all of which will be 
good prospects for electric refriger- 
ation. Third, the element of obso- 
lescence is one which cannot be fore- 
seen exactly, but in spite of the ap- 
parent satisfaction given by present 
designs, it is too much to assume 
that radical improvements making 
replacement desirable will not be de- 
veloped. 


‘¢Send for Free Sample’’ 


One of the bromides of the adver- 
tising business is, “Send for a free 
sample.” y 

It has been printed so many times 
that in most cases the eye of the 
reader passes over it without being 
seriously challenged. It’s taken for 
granted that in the case of a large 
number of manufacturers the offer 
of a free sample will be included in 
the copy. And so it is. 

It was refreshing, therefore, to 
note the new and interesting angle 
put on the sampling idea by the 
Paterson Vegetable Parchment Com- 
pany. In its current magazine ad- 
vertising the sample is presented as 
a reward for certain definite co- 
operation on the part of the reader. 
The whole plan, of course, is broader 
and more involved than that of 
merely testing a product in the 
home, since it includes contact with 
dealers, thereby emphasizing the 
goods of manufacturers wrapped in 
the advertiser’s product; but it like- 
wise had consumer sampling in mind, 
and this feature is presented in an 
unusual and attractive way. 

It is too early to say that any 
more samples will be distributed by 
Paterson through dramatizing the 
idea than if a simple offer had been 


made, but the plan certainly prom- 
ises more, and has greater possibili- 
ties of value for the samples dis- 
tributed, than the stereotyped method 
of getting trial packages into the 
hands of users. And that, after all, 
is the objective, rather than merely 
mailing out a given volume of 
samples. 

The greatest field for improved 
copy-writing at present lies within 
the realm of eliminating the cut-and- 
dried formulas which still clutter up 
so many pieces of copy produced for 
national advertising campaigns. It’s 
easy to write it the old way—all too 
easy—and it’s hard to resist the 
temptation to slip the old words and 
phrases into their accustomed places. 
But good advertising depends, as 
the Federal Advertising Agency 
says, upon the development of an 
“interrupting idea,” and that kind 
of idea simply doesn’t live in the fa- 
miliar and bromidic expression of 
the same old stuff. 

“Send for free sample” is just one 
of the many bits of advertising fur- 
niture which can be revitalized with 
dramatic results. And all it costs is 
a little more effort, a little intelli- 
gent dissatisfaction with the old 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional ‘advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


260. 1204 Tested Key Markets. 


This new booklet is issued by 
Tower Magazines, Inc. The fore- 
word explains this circulation analy- 
sis as showing concentration through 
the 1,752 exclusive Tower Magazine 
outlets, in the cities and towns in 
which there is greatest concentra- 
tion of the nation’s buying power. 
The Tower Magazines are distri- 
buted through 1,680 Woolworth 
stores in the United States. The 
areas in which these stores are lo- 
cated do over 75 per cent of the 
country’s retail business. 


274. Where Skould You Sell? 


In this 12-page brochure, the mar- 
keting division of the International 
Magazine Company, New York, has 
made a contribution to the discus- 
sion of selective selling with its ex- 
planation of the Trading Area Sys- 
tem of Sales Control. In addition to 
this booklet, the publishers offer 
maps by which the principle can be 
applied. 


2438. Announcement —The Hanjon 
Company. 

With its entry into the electrical 
transcription field, the Hanjon Com- 
pany, New York, has issued a folder 
describing eight new sustaining pro- 
grams available, which reflect this 
experienced organization’s knowl- 
edge of radio entertainment that 
clicks. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 


247. Sleepless Salesmen. 


Beginning with the denial of the 
farmer who, seeing his first giraffe, 
said, “Hell, there ain’t no such ani- 
mal,” this booklet of the Chicago 
Elevated Advertising Company 
makes a good case for the car cards 
and station posters of the Chicago 
Elevated System and Suburban Sys- 
tems of the Illinois Central, Chicago 
& Northwestern, Chicago, Burling- 
ton & Quincy and Chicago & West- 
ern Indiana. The booklet describes 
how the company produces over 100,- 
000 orders for elevated advertised 
goods every year. 


276. Odd MceIntyre’s Epicurean Di- 
rectory. 

Cosmopolitan has come to the 
rescue of advertising men who visit 
New York occasionally with this di- 
rectory of where and what to eat. 
“Here,” comments the pocket-size 
volume, “is the garnered wisdom of 
a man who knows New York as few 
others have known it.” If you crave 
spaghetti, Vincent Sardi’s is the 
place to get it, according to Mr. 
McIntyre. Other specialists are 
identified. 


277. The Review of Reviews in 
Atlanta. 


This is the second of a series of 
analyses of readers of Review of 
Reviews, the first covering Youngs- 
town, O. A credit company handling 
7,000,000 reports annually surveyed 
the entire Atlanta subscription list, 
then submitting the findings to 
certified public accountants for 
verification. The report, issued as 
“A Market Audit of Circulation” 
shows the high standing and afflu- 
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— College Humor 


Other Side of That 
Railroad Analogy 


To the Editor: I read with inter- 
est Frank E. Tripp’s explanation of 
why national advertisers should pay 
more than local. 


In making his comparison, he 
overlooked the fact that the railroad 
would have sold him a 25-ride ticket 
at the 50-cent rate if he had wanted 
it, and would not have refused to sell 
it to him on the ground that he is 
a national and not a local user. 


The national advertiser merely 
asks an even break with the local 
advertiser. If he rides once or twice 
a year he should pay the higher rate, 
but he should be given the same op- 
portunity as the local man to buy 
the 25-ride ticket. Mr. Tripp, it is 
noticed, paid the one-time “foreign 
rate” and did not try to commute on 
Mr. McKinney’s local ticket. 


Mr. Tripp is hardly consistent. 
His paper gives a lower rate to the 
occasional local advertiser than to 
the large national advertiser. Why 
should the local advertiser, using 
1,000 lines a year, get a better rate 
than the national advertiser who 
uses 2,500 lines in six months? 


J. W. MartTIN, 
Advertisers’ Service, Inc., 
Milwaukee. 


* * * 


Say Omaha Lost 
National Lineage 
To the Editor: In your July 25 
issue you printed figures credited to 
the New York Evening Post show- 
ing that in Omaha national adver- 
tising made an increase during the 
first six months of 1931. 


These figures are incorrect, as 
Umaha had a loss in national line- 
age. 


Your figures gave Omaha 2,249,- 
639 lines (exclusive of automotive 
advertising) for the first half of 
1931, compared with 1,964,522 for 
1930, a gain of 285,117. 


The records of the Haynes Adver- 
tising Company credit 1,742,258 for 
1931, against 1,970,710 for 1930, a 
loss of 228,452 lines. 


H. Doo.Ley 
Business Mgr., Omaha World-Herald 
* * * 


Will Dental Body 
Put O. K. on Pop Corn? 


To the Editor: ADVERTISING AGE 
reported that the American Dental 
Association has extended the seal of 


approval to the Church & Dwight 


Voice of the Advertiser 


Company for its Arm & Hammer 
Soda. 

We should like to have the asso- 
ciation’s address, so we can com- 
municate with it regarding the test- 
ing and approving of our product, 
Jolly Time Hulless Pop Corn. 


Howarp C. SMITH 
American Pop Corn Co., 
Sioux City, Iowa 
* * * 


This Paper Doesn’t 
Offer Two Colors 


To the Editor: Your July 11 issue 
listed the Oklahoma News as being 
among the daily newspapers offer- 
ing two-color service to advertisers. 

This was a mistake, as we are not 
at present offering such facilities. 


E. J. SEIFRIT 
Mgr., General Adv., Oklahoma 
News, Oklahoma City, Okla. 


* * * 


But This One Does 


To the Editor: We recently sent 
you a report listing newspapers of- 
fering two-color run-of-paper to ad- 
vertisers. 

Unfortunately, we misinterpreted 
a report supplied by the Honolulu 
Star Bulletin. We now find they do 
offer two colors to advertisers and 
would like their name added to the 
list, which included the other two 
Honolulu papers. 


W. J. BYRNES 
Mgr. of Publicity, Chicago Tribune 
o* ok * 


F. Wallis Armstrong 
Is Still on the Job 


To the Editor: ADVERTISING AGE 
recently reported the appointment of 
Cockfield, Brown & Co. as Canadian 
advertising agents for Campbell 
Soup Company Ltd. 

In order that your information 
may be complete, please know that 
Cockfield-Brown will collaborate with 
the F. Wallis Armstrong Company, 
of Philadelphia, in the handling of 
Canadian publicity. 


R. M. Burns 
Adv. Dept., Campbell Soup Co., 
Camden, N. J. 
+ * * 


Madison, the Seat of 
Learning and Co-Eds 
To the Editor: We thank you for 
the recent publicity you gave us, but 
would appreciate it if you would 
give our correct address, which is 
Madison and not Milwaukee, Wis. 


OweEN E. Lyons 
Arthur Towell, Inc. 
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ADVERTISING AGE 


COUPONS POINT 
TO BEAUTY AS 
WOMEN’S GOAL 


New York, Aug. 6—An analysis 
of the 500,000 coupons returned to 
Cleanliness Institute during the last 
year indicates beauty as the never- 
failing appeal to women, Roscoe C. 
Edlund, director of that organiza- 
tion, told ADVERTISING AGE. 

About 1,000,000 booklets have been 
distributed via the coupon route 
since the campaign was started and 
they tell the same story. 

“Requests for these booklets proved 
beyond question,” commented Mr. Ed- 
lund, “that the feminine portion of 
our population is far more interested 
in advice about improving their per- 
sonal appearance than in advice 
about housework, even when the lat- 
ter is based upon a plan to cut 
drudgery and increase leisure. 

“In point of numbers, requests for 
the beauty book, ‘The: Thirty-Day 
Loveliness Test,” were in the lead. 
Coupons asking for ‘The Book About 
Baths’ ran a good second, while re- 
quests for ‘A Cleaner House by 
Twelve O’Clock’ were far behind the 
other two. More men, of course, re- 
quested ‘The Book About Baths’ 
than the other two. 

“Eliminating requests from men, 
‘The Thirty-Day Loveliness Test’ is 
far in the lead, indicating clearly 
that the loveliness appeal carries by 
far the most weight with feminine 
readers.” 

The letters accompanying the cou- 
pons threw a clear light on the im- 
pelling motives in the quest for love- 
liness. 


Back of the Quest 


“Beauty for beauty’s sake had 
little or no place in their thoughts,” 
explained Mr. Edlund. 

“They wanted beauty in order to 
interest a suitor or husband, or ‘to 
keep young with the children.’ 

“Not a few men wrote for ‘The 
Thirty-Day Loveliness Test.’ While 
some of these requests were obvi- 
ously for the benefit of feminine rel- 
atives or friends, some of our male 
correspondents did not hesitate to 
thank us personally for the sugges- 
tions the booklet offered.” 

Equally interesting were the rea- 
sons advanced by women who wrote 
for ‘A Cleaner House by Twelve 
O’Clock.’ All sought more leisure, 
the majority for social pursuits, but 
many for time for study and gen- 
eral reading. Many wished for more 
time to spend with their children, 
both in recreation and serious 
projects. 

“Others,” concluded Mr. Edlund, 
“wanted to make their homes more 
attractive to lure the family back to 
the hearth. 

“Leisure, comfort, immaculate 
homes, well groomed children are 
all compelling objectives and prized 
weapons in the copywriter’s arsenal 
but they are all small guns com- 
pared with the universal desire for 
an attractive personal appearance.” 


Rule Hotel Radio 
Is Used for Profit 


Hotels which make available to 
guests by means of a central receiv- 
ing set, broadcasts of copyrighted 
musical compositions, perform such 
compositions in public and for profit, 
the United States Circuit Court of 
Appeals for the Eighth Circuit has 
ruled. 

The decision was in the case of 
Buck, etc., vs. Jewell-LaSalle Realty 
Co. 


Move Sales Offices 


Following the consolidation of 
three timber companies to form 
Potlach Forests, Inc., the Weyer- 
haeuser Sales Company will move 
headquarters from Spokane, Wash., 
to St. Paul after September 1. 


Would Restrict Radio 


The New England Typographical 
Union, meeting at Providence, vo 
for the same restrictions on radio 
advertising that apply to other 
forms of copy. 


ted | York, 


GOES TO DETROIT 


Herbert R. Bayle 


Herbert Bayle 
Gets Post with 
Detroit Agency 


Detroit, Mich., Aug. 6—Herbert 
R. Bayle, seasoned agency executive, 
has joined Brooke, Smith & French, 
Inc., after a quarter of a century in 
the Eastern field. 

As manager of the research and 
media departments, he will divide 
his time between supervision of mar- 
ket and product research, contact 
with publication representatives and 
placing of all forms of advertising. 

Mr. Bayle spent 12 years with 
N. W. Ayer & Son, whom he joined 
in 1906. From 1918 to 1924 he was 
with the Thomas Cusack Company, 
New York, establishing and manag- 
ing its poster organization. 

He later served as general man- 
ager of the W. B. MacKinney Com- 
pany, Philadelphia, and as manager 
of the market and media department 
of the Federal Advertising Agency, 
New York. 

Mr. Bayle has been identified with 
some of the largest advertising ac- 
counts in the country, including the 
B. F. Goodrich Rubber Co., Fleisch- 
mann Yeast Co., Liggett & Myers 
Tobacco Co., and others of equal 
caliber. 


Form New Magazine 
Distributing Company 
The Public News Company has 
been formed in New York as na- 
tional magazine distributors. The 
company is handling Screenland, 
Silver Screen, Current Reading, 
Thinking and Everybody’s Magazine. 
Warren A. Angel is general man- 
ager. 


Get Financial Account 


Doremus & Co., New York, have 
been appointed to handle the publi- 
cation advertising of Distributors 
Group, Ine., sponsors of North 
American Trust Shares. The radio 
advertising is in the hands of the 
United Advertising Agency. 


To Advertise Cabins 


The Von Platen-Fox Company, 
[ron Mountain, Mich., has appointed 
Freeze-Vogel-Crawford, Milwaukee 
agency, to direct a campaign on 
Dream Playhouses tourist cabins 
and other lumber specialties. Maga- 
zines and newspapers are scheduled. 


Sell 2,981 Ranges 


Dealers and central stations of 
Philadelphia sold 2,981 electric 
ranges in the second quarter, against 
900 for the entire year of 1930. The 
1931 quota is 5,000. Heavy advertis- 
ing support is given. 


Leaves Fruit of Loom 


Warren Chaplin has_ resigned 
after 17 years as sales manager of 
the B. B. & R. Knight Corporation, 
Fruit of the Loom fabrics, Provi- 
dence, R. I. 


New Cigar Program 


The Consolidated Cigar Co., New 
inaugurated a new Dutch 
Masters program over an N. B. C. 
network August 5 through Young & 
Rubicam. 
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@ee Which one automotive magazine do 


you find MOST INTERESTING AND HELPFUL in your 


business? e e e was asked the 1500 members 


of the Pennsylvania Automotive Association. 


403 replied 


MOTOR. ...... 


Second Magazine .. .- 


Third Magazine .. . 
Fourth Magazine .. . 
Fifth Magazine ... . 
No Preferences... . 
Miscellaneous ... . 
*More than One Choice . 


*MOTOR received mention in 


as follows: 
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38 of the 64 times 


more than one publication was indicated. 


@ A report such as this, is not alone recognition of 
MOTOR’S editorial leadership. Itis absolute evi- 
dence that MOTOR is read by its subscribers. It is a 
guarantee that MOTOR’S pages hold READER INTEREST. 


@ MOTOR is the one dominant magazine in the auto- 
motive field. Its READER INTEREST makes it so. 


MOTOR 


OF THE HEARST BUSINESS MAGAZINES 


57th STREET at 8th AVENUE, NEW YORK, N. Y. 


MEDICS WRANGLE 
OVER LISTINGS 


San Francisco, Cal., Aug. 6— 
With the distribution of the new 
San Francisco and Bay Counties 
telephone directory came a rift in 
the ranks of the medical profession, 
caused by a listing in the classified 
section under the caption, “Physi- 
cians and Surgeons, M. D.” 


The listing was headed, “Active 
members of the San _ Francisco 
County Medical Society,” and it ex- 
plained that “all hold degrees of 
Doctor of Medicine from recognized 
medical schools and are licensed to 
practice medicine and surgery in 
California.” Followed a list of the 
members. 

This is the first time such a listing 
has appeared in the directory and 
non-members, who are given a list- 
ing under the usual inconspicuous 
heading, held an indignation meet- 
ing. 

The Society itself appears not to 
be united on the new policy. One 
faction said the separate listing has 
been needed. for years as an aid to 


the public, while another contends it 


is a gratuitious affront to non-mem- 
bers and a violation of the ethics of 
medicine. 

The situation is complicated by 
the fact that the names of several 
members of the Society were inad- 
vertently omitted from the list. 


Succeeds Doering 


with Hearst Paper 


Fred N. Dodge, former vice- 
president of the J. C. Haartz Co., 
New Haven, and more recently with 
MacManus, Inc., Detroit, has been 
appointed manager of the Detroit 
office of Motor. 

He succeeds Harry H. Doering, 
who goes to New York as advertis- 
ing manager of Motor. 


Post for Crawford 


William E. Crawford, formerly 
with the Terre Haute (Ind.) Star- 
Post, has become advertising man- 
ager of the Bedford (Ind.) Times. 


Starts New Paper 
Independent Electrical News has 
been started in New York by Fred- 
erick S. Blodgett, former editor of 

Metropolitan Electrical News. 


_Plan New Building 


Dow, Jones & Co., publishers of 
the Wall Street Journal, New York, 


street. 


will erect a new building at 42 Broad | & 


Frigidaire Enters 
Home-Cooling Field 


Following several years of home 
cooling research, the Frigidaire 
Corp., Dayton, O., announced plans 
to market a cooling unit for homes 
of eight or less rooms. The Gen- 
eral Iron Works Co., Cincinnati, will 
collaborate. 

The unit will be sold as “Hot- 
Kold.” ; 


Physicians’ Food 
Company Expanding 
The Phillips Food Products Co., 
Enid, Okla., which is owned chiefly 


by physicians and educators, is mov- 
ing to Tulsa in an expansion pro- 


gram. 

More than 200 doctors and teach- 
ers are said to be interested in the 
company. New health products are 
to be added to the yeast bran and 
Five-Grain Flakes now marketed. 


Carter Honored 


Sidney Carter, advertising man- 
ager of Rice-Stix Dry Goods Co., 
St. Louis, has been chosen chairman 
of the advisory committee of the 
new school of retailing of the St. 
Louis Y. M. C. A. 


Shaw’s New Work 


Donald Shaw, late of Lyman Irish 
Co., has joined Williams & Saylor, 
New York, 
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OUTDOOR MEN 
ORGANIZE TO 
SHIELD BEAUTY 


New York, Aug. 6.—Twelve out- 
door advertising companies operat- 
ing in this area have formed the 
Metropolitan Outdoor Advertising 
Association, primarily to delete 
poster panels or painted bulletins 
which violate scenic beauty. 

Fred I. Hamm, General Outdoor 
Advertising Co., Brooklyn, was 
elected president of the association, 
with W. J. Schloemer, C. L. Schloe- 
mer, Inc., New York, first vice- 
president; Louis Schwartz, Highway 
Display, Inc., Poughkeepsie, second 
vice-president; and Harry Gordon, 
Disosway & Fisher, Inc., Queens, 
secretary-treasurer. 

The directors are W. H. Mullen, 
Metro Outdoor Advertising Co., New 
York; A. J. Cusick, General Out- 
door, New York; James McElroy, 
McElroy Bros., Flushing, L. I.; Saul 
Wolf, Worego Highway Service Co., 
Lynbrook, L. I.; Mr. Van Wagner, 
Van Wagner Co., Far Rockaway; 
and Messrs. P. J. Dunn, Schwartz, 
and Schloemer. 

The meeting was called by 
Leonard Dreyfuss, of the United 
Advertising Agency, vice-president 
in charge of educational activities 
of the Outdoor Advertising Associa- 
tion of America. 


Issues Warning 


Mr. Dreyfuss said the outdoor ad- 
vertising operator has reached a 
stage in his development where he 
can no longer trade speeches with 
critics when their logic is sound. 

“As outdoor advertising men,” he 
pointed out, “we have certain poster 
panels and painted bulletins which 
violate a scenic spot. Although these 
structures may represent a large in- 


The one 
NATIONAL 
MAGAZINE 
of its size and 
importance 
which is edited 
exclusively 

for 


teen-age girls 


AmeriéanGirl 
THE MAGAZINE FOR ALL GIRLS 


Published by GIRL SCOUTS, INC. 
670 Lexington Ave., New York, N. Y. 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


Harry E. Hyde 
First Nat’l Bank Bidg. 548 Drexel Building 


N. E., South Atlantic and New York 
(except New York City) 


Powers & Stone, Inc. 
369 Lexington Ave., N. Y. C. 
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Monopoly Finishes Alone In The Hard Times Handicap 


Cigar Trade Racing Chart 
Independence Day, July 4; Weather cloudy; track slow 


1575 FOURTH RACE—The Hard Time handicap; $50,000,000 added; all ages; across the 
U. S.; won galloping; place driving. 
WINNER, b. g., by Special Privilege—Miss Fit Trainer, “Dirty” Dugan. Value to 
winner, $40,000,000. Time—two lean years. >. 
Ind. Starters Wt. St. Y% Str. Fin. Jockeys Closing Odds 
2647 Monopoly .......... 115 5 4 1 1 Dugan ........: 40-1 
A ES ae 90 2 1 2 2 Knockem ...... 20—1 
4986 Big Business ....... 110 4 3 3 3 Stockholder .... 6—5 
1759 Wholesaler ........ 126 3 5 4 4 Merchant ...... 10—1 
2843 Small Dealer ...... 136 1 2 5 5 , ee 3-7 


Small Dealer got away well, set a fast pace but was bumped by Cut Price at the first 


turn. Monopoly rushed into the lead and was never headed. Big 


Business came with 


a rush in the stretch but he had too much mud on his face to see well. Wholesaler never 
could get up. Small Dealer finished lame. 


The Tobacco Leaf, New York, adopted this method of portraying the alleged plight of the 


small retailer. 


vestment, they are not assets but in 
reality liabilities, and as such must 
be done away with. In other words, 
we in the outdoor advertising busi- 
ness in New York City and its en- 
virons must undertake to do a real 
public relations job in order to pro- 
tect our investment.” 

Among those present, besides those 
named, were Mr. Reynolds, Cri- 
terion Advertising Co., New York; 
H. A. Reeves, General Outdoor, New 
Rochelle; Roland Ayasse, Sunrise 
Advertising Co., Richmond Hill; Mr. 
Trainer, H. C. Williams, Inc., New 
York; Samuel Weiss, Suburban Bus 
Advertising Co., Jamaica, N. Y.; 
Mr. McElroy, McElroy Bros., Flush- 
ing; A. P. Schell, General Outdoor, 
New York; J. Robert McNeil, United 
Advertising Agency; and Daniel 
O’Connell and Mrs. Harry Lilly, of 
the Outdoor Advertising Association 
of America. 


Call Executives 
to Summer Meeting 


The refrigerator department of 
the General Electric Co., Cleveland, 
promises to break news of another 
mammoth sales contest at its sum- 
mer sales executives’ meeting at 
Henderson Harbor, N. Y., August 
1 


Three hundred distributors, their 
key men and Cleveland main office 
executives will attend the meeting, 
where swimming and golf will be 
available, in addition to business 
discussions. 


Treat Cigarettes 
to Prevent Fires 


The next big cigarette advertising 
campaign may feature a process de- 
veloped by the United States Forest 
Service, the latter’s announcement 
suggests. 

This treatment causes the fire to 
die out shortly after the butt is dis- 
carded. 


Joins Haire Staff 


Albert L. Singer, formerly with 
Giftwares and Decorative Novelties, 
has joined the advertising depart- 
ment of Pottery, Glass, Lamps and 
House Furnishings, recently pur- 
chased by the Haire Publishing Co., 
New York. 


With Southern Agency 


Ladd A. Dinkins, formerly in the 
advertising department of the West- 
inghouse Electric & Mfg. Co., has 

e an account executive and di- 
rector of the Arthur Advertising 
Agency, New Orleans. 


‘Diminishing 
Utility’ Is 
Buying Law 


New York, Aug. 6—“The law of 
diminishing utility” is explained by 
John F. Pyle, Ph.D., dean and pro- 
fessor of marketing and economics 
of the Robert A. Johnston College of 
Business Administration of Mar- 
quette University, in his new book, 
“Marketing Principles,” which has 
just been published by the McGraw- 
Hill Book Co. 

“Since a consumer spends his 
money in an attempt to secure the 
greatest amount of satisfaction,” ex- 
plained Dr. Pyle, “he will tend to 
vary his selections to avoid the ef- 
fects of the ‘law of diminishing 
utility.’ 

“This so-called law, briefly stated, 
follows: As an individual consumes 
successive units of any one article, 
service or pleasurable activity dur- 
ing one relatively short period of 
time, a decreasing amount of satis- 
faction is secured. ° 


“Thus the buyer might get a great 
amount of satisfaction from his first 
radio, automobile, or piece of water- 
melon, but the second, third and 
other units of the same kind, make, 
style, size, color and quality, bought 
in immediate succession for imme- 
diate personal use, would cease to 
give the proportional amount of sat- 
isfaction secured from the use of the 
first unit. 


“The utility or the capacity of 
successive units to bring satisfac- 
tion may decrease to the point where 
displeasure and even pain results. 

“The customary practice of intelli- 
gent consumers is to cease buying 
units of one form of an article or 
service as soon as the satisfaction 
they anticipate from its use sinks 
below the amount of satisfaction 
they anticipate they would receive 
from the use of some other. 

“This statement assumes that the 
various commodities sell for approx- 
imately the same price; otherwise 
they would not be on a comparable 
basis from the purchaser’s point of 
view. 

“Economical consumption, there- 
fore, is balanced consumption in 
which the buyer receives the great- 
est amount of satisfaction by com- 
bining his purchases of food, cloth- 
ing, shelter, recreation, education 
and other things in such a manner 


as to side-track the law of dimin- 
ishing satisfaction.” 

“Marketing Principles” contains 
564 pages, and as the title indicates, 
points out sound policies. 


Royal Shoots 
at Students As 
Vacation Wanes 


New York, Aug. 6—The Royal 
Typewriter Company will start a 
new campaign this month directed to 
the 4,000,000 college and high school 
students returning to school in Sep- 
tember, featuring its portable type- 
writer. Pages in two colors will be 
used in the last August issues of the 
Saturday Evening Post and Collier’s. 

In the initial advertisement illus- 
trations emphasize the fact that 
Royal portable provides “Hours 
More of Healthful Play,’ “Better 
Chances for Class Honors,” “Higher 
Marks in Every Subject,” and 
“Hours Less of Indoor Study.” 

The heading of the initial adver- 
tisement reads: “Parents! Don’t 
deny your students this vital school 
need!” 

The campaign will continue 
through the scholastic season. 

Hanff-Metzger, Inc., is the agency 
in charge, with A. E. Brown as ac- 
count executive. W. A. Metzger is 
advertising manager of the Royal 
Typewriter Company. 


Frigidaire on Air 

The Frigidaire Corporation, Day- 
ton, O., will use the ether four times 
a week in a new N. B. C. feature 
launched through the Geyer Com- 
pany, August 8, to run through the 
month. 
_ This is Frigidaire’s first broadcast- 
ing. 


Plan Packaging Show 

A second packaging exposition 
will be staged by the American 
Management Association in 1932, 
the place being Chicago and the 
dates March 7-12. 


Elected to Four A’s 
Foster & Davies, Inc., Cleveland, 
has been elected to membership in 
the American Association of Adver- 
tising Agencies. 


Agency for Steel 
Arthur R. Mogge, Inc., Chicago, 
has been appointed to direct the 
advertising of the Franklin Steel 
Works, Joliet, Ill, 


NAME SPECIAL 
AGENT FOR ITS 
BEDDING WEEK 


New York, Aug. 6.—Though the 
J. Walter Thompson Company will 
continue to handle the magazine ad- 
vertising of the Simmons Company, 
furniture and mattress manufac- 
turers of Chicago, the company has 
appointed Murrill & Co., of this 
city, to handle the advertising for 
Simmons Fall Bedding Week, Sep- 
tember 14-19. 

A special newspaper campaign on 
this event will run for about a 
month, with 3,500 lines being used 
in newspapers in 125 cities. The 
September magazine copy will tie 
up with the special week, while a 
considerable volume of direct mail 
will urge dealers to place their own 
efforts behind the occasion. 

In the way of sales help for deal- 
ers, the Simmons Company has 
developed three distinct types of 
newspaper advertising. One will be 
for furniture dealers who do not 
wish to feature instalment sales; a 
second for those wishing to lay stress 
on this feature, and a third for 
department stores. 

Murrill & Co., a comparatively 
new concern, was formed to special- 
ize in the furniture and department 
store field. Hugh Murrill, former 
merchandising director of the Cen- 
tury Furniture Associates, repre- 
senting manufacturers in 18 states, 
is president, and the staff includes 
Miss Priscilla Whiley, former adver- 
tising manager of Lord & Thomas; 
E. H. Piper, former promotion man- 
ager for the W. T. McCoy Depart- 
ment store, Charlotte, N. C., and 
Miss Vera Shatford, former stylist 
for the J. L. Hudson Company, 
Detroit. 


R. W. Blair is the Simmons adver- 
tising manager. 


Pennsylvania Rubber 
Picks McKee Agency 


The Pennsylvania Rubber Com- 
pany, Jeanette, Pa., tires and tubes, 
has placed its advertising with the 
Homer McKee Company, of Chicago 
and New York. Other new McKee 
accounts: 

Arlington Time Laboratories, Chi- 
cago, electric clocks; Leslie F. Muter 
Co., Chicago, electrical specialities; 
Cold Snap, Ine., New York, frozen 
confectionery machinery. 


Magazine Elects 
Three New Officers 


Earle R. MacAusland, advertising 
director of Parents’ Magazine, New 
York, has been elected a vice-presi- 
dent, with Mrs. Clara Savage Lit- 
tledale, editor, and Fred Stone, who 
has just joined the paper as circu- 
lation manager. 

Mr. Stone has been circulation 
manager for Review of Reviews and 
Golden Book. 


Get Airway Account 

Dowd & Ostreicher, Boston, have 
been appointed by the Boston and 
Maine Airways, new air branch of 
the Boston and Maine Railroad. The 
agency will also handle the adver- 
tising of this road and the Boston 
and Maine Transportation Company 
September 1. 

Gerald G. King, advertising man- 
ager of the Boston and Maine, has 
joined the agency. 


Joint Selling Plan 

A joint merchandising agreement 
has been reached by the Silent Auto- 
matic Corporation and the Detroit- 
Michigan Stove Company by which 
the latter will market a warm air 
heating unit consisting of a special 
warm air furnace and a standard 
Silent Automatic. 


Unlicensed Station 
Banished from Air 


Richard F. Fietz was found guilty 
of operating an unlicensed radio 
station at Revere, Mass., and fined 
$2,000 and sentenced to three years 
in the penitentiary by a Boston 
court. 

He was placed on probation, how- 
ever, 
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August 8, 1931 


ADVERTISING AGE 


a 


E eyes of the business world are on the refrigeration 

industry. It has captured public interest. It is enjoying 

phenomenal growth. It is spending hundreds of millions of 
dollars for parts, materials, equipment and service. 


In announcing a doubled service to the refrigeration 
field, ELEcTric REFRIGERATION News is carrying for- 
ward the vigorous, progressive program which has 


TO BE ISSUED WEEKLY 
BEGINNING SEPT. 9 


Merchandising Section 


And Now— Every Week! 


Keeping in Step with a Fast-Moving 


made it so widely read throughout the entire industry. It is 
taking another step in keeping with the “tempo” of its readers 
—modern-minded men, constantly on the alert for news and 
ideas which will help them in their fast-moving business. 


IN THREE PARTS 
PART ONE 


ELECTRIG REFRIGERATION NEWS 


The business newspaper of the refrigeration industry 


Issuep Every Two WEEKS 
Vou. 5, No. 24, SERIAL No. 126 


Copyright, Wit, by 
Besmess News Pub. Co. 


Derrorr, MicHIcan, JuLy 29, 1931 


Entered os seewnd clase mottos 
Avg. 1, 1927, ot Detroa, Mack. 


Firreen Cents Per Copy 
Two Dotiars Per YEAR 


SALES CONTESTS GATHER MOMENTUM 


TRIP TO FACTORY 
GOAL IN SERVEL 
SALES CONTEST 


Winning Salesmen Will 
Visit Evansville 
In September 


EVANSVILLE, Ind.—Servel dealers 
throughout the United States are now 
in the midst of a race with “Old Man 

uota” for a free trip to the Serve! 
factories here in September. 

Only Servel dealers or pre-determined 


er 
ere eligible for the trip. Special con- 
test evotas have been given to each 
dealer by his distributor. 

Before an order for a Servel Hermetic 
electric refrigerator is considered as 
counting on the quota store, a dealer 
must install o refrigerator by the close 
of the contest, or must receive a cash 
payment on @ unit 

For dealers making their quotas, Ser- 
vel Sales, Inc. will pay all train and 
pullman expenses to from 


Majestic Dealers 
Open Meeting 
In Chicago 


CHICAGO, July 29—Majestic distrib- 
utors from all parts of the United 
States will convene at 10:30 o'clock this 
morning for the opening session of a 
two-day convention, at which plans and 
policies for the coming season will be 
outlined and discussed by executives 
of the Grigsby-Grunow Co. 

All district officials of the company 
met here yesterday with V. W. Colla- 
more, general sales manager, to become 
familiar with plans for the convention. 

Grigsby, president of the com- 
pany. will open the session this morn- 
ing with the convention's keynote ad- 
the fall-and-winter period of sales. 

Detailed explanation of the plans will 
follow the address as department heads 
and other executives speak. Mr. Colla- 

(Concluded on Page §, Column 3) 


GREEN MAKES FIRST 
SALE IN NORGE RACE 


DETROIT—By selling a Norge elec- 
trie 


fny point in the United States, as well 
ns all hotel expenses during the two- 
day stay in the city 
Dealer guests will make an inspec- 
tion tour through the 29-acre plant, will 
(Concluded on Page 4, Column §) 


SUNBEAM ELECTRIC 
TO BUILD ADDITION 


EVANSVILLE, Ind.—Contract was 
let July 21 by the Sunbeam Electric 
. Co, manufacturer of Sunbeam 
electric refrigerating machines, for con- 
struction of a building addition to cost 
edout $40,000. 
The building will be used largely to 


built according to the Roto-Rite patent 
e structure will modern type 
steel construction enclosed by brick 


walls and concrete floors It will con-| E. 


sist in part of two stories and provide 
about 25,000 sq. ft. additional to present 
operating area. 

The new building will not be used for 
Production until January 1, William A. 
Carsen, president, stated. 


~ | refrigerators for the first 22 


at 12:10 o'clock on the 
morning of July 15 in as hotel lobby and 
delivering the unit 20 minutes later, L. 

. Green of Kansas City received the 
first Pacemaker badge issued in the 
Norge Rollator Marathon Sales Con- 
test which opened July 16. The badge 
is worn by all salesmen having made 
their first sale in the contest. 

More than 6,000 salesmen are regis- 
tered in the Campaign, whose slogan is 
“Step Ahead.” The drive is dedicated 
to the jorge marathon rollator—a 
standard unit which has been in opera- 
tion at the factory here since 1927 

When Norge salesmen make their 
second contest sale, they receive from 
the factory a recognition pencil Prizes 
of respectively increasing value are 
awarded to salesmen for each additional 
sale. 


Factory shipments of Norge electric 
days of 
July were approximately 600 per cent 
greater than shipments made during 
the entire month of July last year, ac- 
by Howard 
President of the Norge Corp. 


“This increase during one of the so- 
called ebb months means to us,” said 
Mr. Blood, “that electric refrigerators 


cording to a report issued 
Blood, 


can be sold every mont the year 
if the proper effort is expended.” 


General Electric Blimp Race 
Won By George Patterson 


CLEVELAND—George Patterson, Inc. 
Florida refrigerator distributor, fin- 


ters here. 

The National Electrical Supply Cb. of 
Washington, D. C. having a score of 
133 per cent of q second 
the sales contest—so 
Patterson that 
crew several days just who 
did win the race 

Finishing third to the drive with 122 
cent quota was Rex Cole, New 

‘ork City distributor, while George 
Bauder of San Diego, Calif, with 115 
per cent of quota to his credit, closed 
the race in fourth plac: 

W N. Hogan, 
nelly, distributor in Billings, Mont. On- 
ished sixth. Both distributors had 


ICE-O-MATIC DISTRIBUTOR 
ON EUROPEAN TRIP 


OMAHA — William 


Close to George 
it took the tabulating Co. 
to decide 


scores of more than 100 per cent of 


Py 


uota. 

In a junior blimp race for dealers, 
held in Mr. Patterson's territory, more 
than 12 dealers realized sales totalling 


| more than 200 per cent of quota. 


STARR FREEZE SELECTS 
INDIANA DISTRIBUTOR 


INDIANAPOLIS, Ind.—Pearson Piano 
. of this city has been appointed dis- 
tributor of Starr Freeze electric refrig- 
eration for central Indiana, covering 
territory of 26 


dress, in which he will sketch plans for | ..4) 


COPELAND SALES 
FORCE BATTLES 
FOR CASH PRIZES 


Gold Purses For Five 
Leading Salesmen 
In Campaign 


MT. CLEMENS, Mich.—Salesmen of 
Copeland electric refrigerators through- 
out the country are now engaged in a 

es contest which opened July 20 and 

will close September 30. 
Prizes for the five highest salesmen 
are bags of gold, ranging from $300 
down to $50, plus merchandise of ail 
descriptions, such as home furnishings, 
electric appliances, traveling equipment, 
jewelry, sporting goods and 
for the children. 


° 


The units in the contest are ice cubes, 
® certain number of ice cubes bei 
placed to the salesman's credit for the 
tale of Copeland household models, com- 
mercial units, and water coolers. Any 
salesman who amasses more than 120 
ice cubes is eligible for a merchandise 
prize and is in the running for the cash 
prizes, 

Apartment house sales do not count 
in the contest unless they are sold at 
list; and sales of Commercial coils are 
excluded from the contest. It is wholly 
a retail sales contest. 

One of the contest rules is that the 

(Concluded on Page §, Column 4) 


Distributors Meet 


MT. CLEMENS, Mich, July 23—A 
of 100 Co 


land distributors from every state wil! 
be held today at the factory. 

This will be a distributor convention 
only and will not be attended by dealers 
and salesmen. dinner will be given 
for the conventionites_at the Gowanie 
Golf and Country ¢lub. 

Plans and policies will be outlinéd for 
maintaining increased volume dur- 
ing the remaining four months of the 
fiscal year. 


W. D. MeEjhinny, vice president in|isrge mod 


charge of sales, will preside. Others who 
will address the convention aré:' Louis 
Ruthenburg, president, Copeland. Prod- 
ucts, Inc.; Edwin H. Brown, vice presi- 
dent in charge of finance; C. W. Had- 
den, sales manager; Ralph M. Douglass, 
advertising manager; Harry Newcomb, 

er service department; Kenneth 
Baxter, president, Copeland Refrigera- 
tion Co. of New York; and H. T. Kessler, 
president, Copeland Refrigeration Co. of 
Chicago. 


gs 


MINNEAPOLIS GAS CO. STARTS 
ELECTROLUX CAMPAIGN 


MINNEAPOLIS, Minn.—Jubilant over 


Share Earnings of 
$5.10 Reported 
By Copeland 


MT. CLEMENS, Mich.—Consolidated 
Profits of Copeland Products, Inc. {| 
the first eight months of the current 
fiseal year, beginning Nov. 1, 1930, and 
ending June 30, are $265,628.20 after pro- 
vision for depreciation and Federal 
taxes, Louis Ruthenburg, president of 
the company announced today. This is 
$5.10 per share on the 52,072 shares out- 
standing. 

ratio of current assets to cur- 
rent liabilities is 36 to 1, as compared 
with 17 to of the same date last 
year,” Mr. Ruthenburg’s report states. 

“There are no senior securities, funded 
indebtedness nor bank loans, whereas 
on June 30, 1930, there were outstanding 
bank loans of $350,000. 

“Cash on hand as of June 30, 1931, 

(Concluded on Page §, Column 2) 
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ree" FRIGIDAIRE JUBILEE ¥: 
= SALES INCREASE 46.9% 


DAYTON, Ohio — Complete reports 
from all sales districts covering the 
first 20 days of July and incomplete re- 
ports from many which include the 
fourth week of the month indicate that 
Frigidaire’s fifteenth anniversary jubilee 


company, according to H. C. Jamerson, 
campaign manager. 

Household sales for the first part of 
July were 46.9 per cent above those for 
the Corresponding period of July, 1930, 
it was reported, and own 
has been stepped up to 73 per cent above 
that of last August to meet the demand 
during remaining month of the 
jubi 


it production 


“Pully 1,000 more dealers are using 
this campaign than participated in any 
sales drive we have used,” declares Mr. 
J 


amerson. 

“We are finding that the jubilee drive 
is beirig staged during 1931's most op- 
portune time. With it we are extend- 
ing the heavy electric refrigerator selt- 


ugust. 
“Frigidaire jubilee gifts are proving 


campaign.” 
is being conducted in 


The paign 
military style, with titles ranging from |and sal 
general. 


captal 


gm season from June through July and t 


WESTINGHOUSE TO 
INTRODUCE NEW 
MODELS IN DRIVE 


‘Build A Refrigerator’ 
Contest Opens 
Saturday 
MANSFIELD, Ohio, July 29—Satur- 


day morning will open a two-month 
electric refrigeration sales contest in 


prizes for units . campai, 
will officially introduce two new West- 
inghot ls, WL-45 and WL-85. 


The contest is under the supervision 


jes 
been termed the “build-e-refrigerator 
contest.” 

Sale of any refrigerator entitles the 
salesman to mark up a definite addition 
to the phantom refrigerator which he is 
building. The first sale, even of the 
smallest model, the WL-45, constructs 
the legs of the unit; the next sale in- 
stalls the shelving, etc. 

Each salesman will endeavor to build 
as many refrigerators as possible, com- 
plete with flower-or-fruit bowl on top, 
(Concluded on Page 4, Column 5) 


APEX CONDUCTS TWO 
PROMOTION CONTESTS 


CLEVELAND, Ohio—Two sales pro- 
motion contests are being conducted by 
the Apex-Rotarex Corp. here, makers of 
Apex electric refrigerators and other 
household appliances—the One Hundred 
Per Cent club's first anniversary jubilee 
for dealers and salesmen, and the dis- 
trict manager's heavyweight contest. 


. ing from June 15 to Aug. 31, has as its 


prime aim, the securing of 500 new Apex 


dealers. 

jubilee centers around the pay- 
ment of cash bonuses to Apex dealers 
jlesmen. the 


entire 
(Concluded on Page 4, Column 1) 


Cleveland Wins Kelvinator 
Contest; New York Second 


DETROIT: 
June Kelvinator 
which ended June 30, it has been an- 
nounced. 

The Cleveland branch, of which W. F. 
Worrell is the manager, showed a gain 


the 
during the month of April, the Minnea- 
jis Gas 


energetic 
Electrolux refrigerator. 

A minimum quota of 200 refrigerators 
set as the goal. As special 


salesmen with all 


MYERS OPENS WELSBACH 
REFRIGERATION STORE 


HARRISBURG, Pa. — George W. 


Myers, distributor for Welsbach elec-| Per 


The New York branch fi 
while the race een Detroit and 
Boston inches for 
been so close that it has not as yet been 
dete 
place. 


tric refrigerators in 23 central Penn-| Previous yea: 


sytvania counties, has opened a new re- 
tail store here. 


AND NOW! EVERY WEEK! 


Electric Refrigeration News will be issued every Wednesday, | 
beginning September 9. See editorial column on page 8 for 
further information. Subscription rates will be increased. 
Order now, take advantage of the old price—$2.00 per year. 


ELectric REFRIGERATION News serves manufacturers, dis- 
tributors, dealers, public utilities; engineering, produc- 
tion, sales, service executives throughout the world. 


Industry 


7s Engineering Section will 
be continued as a part 
Evectric Rerriceration News. 
This section is of special in- 
terest to engineers, production 
executives, service and installa- 
tion men. 


Fi OF Perntton, eat y 
Fd OMe” e a ay Pin, 
ag agtnen seite vee Meo, 


HIS—the Refrigerated Food Section 
—will be launched as a separate 
publication on September 1 under the 
name REFRIGERATED Foon News. It will 
be issued every month. Directed toward 
the interests of food producers, food 
purveyors and food service establish- 
ments, REFRIGERATED Foop News will 
present timely information about new 
developments in commercial equipment 
and new methods of merchandising all 
kinds of food under refrigeration. Speci- 
fically, REFRIGERATED Foop News will 
reach dairy owners, ice cream manufac- 
turers, meat, fish, fruit and vegetable 
packers, food wholesale and distributing 
organizations, grocery chain store buy- 
ing headquarters, meat market chain 
store buying headquarters, confection- 
ers and bakers, large hotel and restau- 
rant owners. 


/ - BUSINESS NEWS PUBLISHING CO. 


F. M. Cockre.i, Publisher. 
F. W. Brack, Advertising Manager. 


550 MACCABEES BLDG. « DETROIT, MICHIGAN 
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SERVICE URGES 
EXPANSION OF 
ADVERTISING 


New York, Aug. 6—Advertising 
and sales efforts should be expanded 
in the coming months, according to 
the Brookmire Economic Service, 
which has indicated industries and 
sections of the country where better- 
than-average conditions prevail. To- 
tal income of the country in the next 
six months is estimated at about 8 
per cent below the same period a 
year ago, which is a smaller decline 
than prevailed recently. 

Industries which are enjoying im- 
proved conditions are textiles, shoes, 
tires, clothing and affiliated lines, 
which Brookmire feel will have sus- 
tained activity for the next few 
months. On the other hand, it is said 
that such heavy lines as lumber, iron 
and steel, railroad and electrical 
equipment and agricultural imple- 
ments will lag behind. Best sales 
prospects are to be found in the tex- 
tile centers of New England and the 
Southeast, clothing and shoe dis- 
tricts of New England, and the 
Eastern manufacturing centers, as 
well as the tire producing sections 
of Northern Ohio. 


Farm Buying Power 


Farm income, according to pre- 
liminary estimates, will show a loss 
of only 4 per cent from last year 
and will total in the neighborhood 
of $7,430,000,000. In Eastern states 
and in the Southwest there are pros- 
pects of improved purchasing power 
for the farmer and, as the cost of 
living has been lowered the country 
over, the purchasing power of farm- 
ers as a whole will only be slightly 
lower than last year. 

Building activity is still restrained 
and, in the Brookmire opinion, im- 


Effective with the 
7 A é 1931 
September issue 
Macfadden 


Publications, Inc. 
Wish 


to announce their 
operation and 
management 


f 
Radio News 


The policy will be to continue 
the development of Radio 
News as an authoritative 
Radio Medium of greatest 
Value to Readers and the 
Radio Industry. 


TECK PUBLISHING 
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Advertising Director 
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provement will be spotty until next 
spring, when a more definite revival 
is expected. The petroleum industry 
appears, it is pointed out, to have 
passed its worst phase. 

“Last fall we felt it necessary to 
emphasize the unfavorable factors,” 
said the service, “but now the accu- 
mulation of deferred demand and 
the deflated condition of prices point 
to recovery in the coming year. 
Profits will be largest to those who 
are alert to take advantage of oppor- 
tunities. Individuals can benefit per- 
sonally by buying goods at current 
sales. 

“Manufacturers sholld accumulate 
raw materials for requirements a 
long period ahead. Discriminating 
investment of time and money in 
the nation’s industries during the 
months immediately ahead will yield 
proportionate rewards.” 


Radio Is Over- 
Commercialized, 
Says Bar Report 


Washington, D. C., August 6— 
Though opposed to any basic change 
in the present maintenance plan 
for “the finest broadcasting system 
in the world,” a standing committee 
of the American Bar Association be- 
lieves radio is over-commercialized, 
it said in a report to the Federal 
Trade Commission. 

The report was submitted by Louis 
G. Caldwell, former general counsel 
of the radio commission, chairman; 
Cassius E. Gates, John C. Kendall 
and William C. Green, the latter be- 
ing special counsel of the Senate 
Committee on Interstate Commerce. 

“The committee is opposed to 
plans to ‘reform’ American broad- 
casting, or to substitute the Euro- 
pean system of Government owner- 
ship, with no advertising programs, 
and with the public paying for the 
maintenance costs by taxes on their 
receiving sets,” said the report. 

“It is unfortunately true that 
there has been an attendant evil to 
the development of broadcasting by 
private enterprise in the United 
States, which is frequently exagger- 
ated in the overcommercialism of 
American programs. 

“Whether the evil will remedy it- 
self because of the interest of broad- 
caster and advertiser in retaining 
the good will of the public or 
whether it will be necessary, by leg- 
islation or administrative regula- 
tion, to restrict the amount or char- 
acter of advertising the committee 
does not attempt to say. It believes, 
however, that the remedy should be 
directed at the evil and not at the 
programs which in themselves are 
not a source of complaint and are 
vastly superior to those found in 
any other country.” 

Renewal of its opposition to the 
Davis Equalization Amendment to 
the Radio Act of 1927, which calls 
for an equal distribution of broad- 
casting facilities among the five 
radio zones into which the country 
is divided, and an equitable distri- 
bution among the States in each 
zone, according to population, was 
expressed by the Committee. 

No more formidable legislative is- 
sue faces the next Congress than 
that raised by proposals to require 
the Commission to set aside and re- 
serve broadcasting facilities for par- 
ticular groups or interests, the Com- 
mittee holds. 

Three different bills of this char- 
acter were introduced at the last 
Congress, and it is expected that 
similar measures will be offered 
when the new Congress convenes in 
December. 

Of the three measures, the Fess 
bill to reserve 15 per cent of all 
broadcasting facilities or 13% of the 
90 channels available to the United 
States, for educational agencies is 
discussed in the report in detail. 


Form New Agency 


Henry Curtis Colby, former ad- 
vertising manager of M. C. D. 
Borden & Sons, has formed the 
Colby Advertising Corporation in 
New York to specialize in the textile 
field. He was formerly vice-presi- 
dent of the Frank Presbrey Com- 


pany. 


ELEPHANT CRASHES WORCESTER PACKAGE 


TODIZED| 
SALT 


} ITTakes THE BEST 
TO MAKE THE ote" 


we 


The Worcester Salt Co., New York, has adopted a new pack- 
age giving its elephant trade-mark a prominent position. The 
company was one of the first to iodize salt for goiter prevention. 


BUSCH REPLIES 
TO CHALLENGE 


Chicago, Aug. 7.—Augustus Busch, 
head of Anheuser-Busch, Inc., St. 
Louis, has acknowledged receipt of 
the challenge of the American Busi- 
ness Men’s Prohibition Foundation, 
Chicago, to prove the statements he 
made in a magazine advertisement 
headed “Open Letter to the Ameri- 
can People,’ which said the legal- 
izing of 4 per cent beer would restore 
prosperity. 

Mr. Busch, however, did not indi- 
cate whether or not he would accept 
the challenge to prove his statement. 

A personal representative of the 
St. Louis business man called at the 


local offices of the Foundation. 

“Since the enactment of the 18th 
amendment,” he said, ‘“Anheuser- 
Busch, Inc., has spent $18,000,000 in 
reconverting its facilities to manu- 
facture lawful products. 

“The Government, by its failure as 
yet to achieve 100 per cent enforce- 
ment of the prohibition law, is to 
that extent guilty of confiscating Mr. 
Busch’s property.” 

The following signed statement by 
Mr. Busch was also offered: 

“It is a great satisfaction to me 
to be able to say that our new under- 
takings have met with success and 
that our prosperity is not dependent 
upon the return of beer.” 

F. D. L. Squires, executive secre- 
tary of the American Business Men’s 
Prohibition Foundation, was for- 
merly editor of Building Supply 
News, published by Industrial Pub- 
lications, Inc., Chicago. 


writing the best advertisements for 
weeks beginning August 2. 


homes they paused for rest. 


Offer Automobiles 


in Gasoline Contest 
The Pocahontas Oil Company, 
Cleveland, is conducting a 30-day 
campaign featuring three automo- 
biles as prizes for the best 50-word 
letters on the advantages of its Blue 
Flash Gyrol gasoline. 
Charles H. Kellstadt, president of 
the Cleveland Advertising Club, is 
one of the judges. 


Advertise Memphis 


As Cotton Market 

The Memphis Cotton Exchange 

has appointed Lake-Dunham-Spiro- 

Cohn, of that city, to make that city 
a greater market for cotton. 

Newspapers, financial papers and 
textile journals will be used. 


Appoint Lethrige 
Irwin Bros., Inc., Chicago, whole- 
salers in meats and poultry, have 
placed their account with Lethrige, 
Inc., of that city. 


Get Phoenix Account 
The Phoenix Hosiery Company, 
Milwaukee, has placed its advertis- 
ing with the J. Walter Thompson 


Company, New York. 


World Series Trips Offered in Contest 


New York, Aug. 7.—The Consolidated Cigar Corporation is offering trips 
to Philadelphia and St. Louis for the world’s series to the 25 persons 


Dutch Masters cigars for the seven 


“Bad Bill Cars” Barred in Hartford 


Hartford, Conn., Aug. 7.—“Bad bill cars,” designed to force reluctant 
debtors to square their scores with local retailers, have been ordered off 
the streets. These cars, painted a bright yellow or green and labeled, “We 
collect bad bills,” drew protests from innocent citizens in front of whose 


Adopt Cellophane Wrapping for Pies 


Newark, N. J., Aug. 7—The Pie Bakeries of America, Inc., is now 
issuing Mrs. Wagner’s pie in cellophane wrappers. 


Invade Canada 
McKesson & Robbins, Inc., Bridge- 
port, Conn., will establish a branch 
factory in Montreal to cost $1,- 
000,00. 


Brown Heads “Hebrew” 


David A. Brown has become pub- 
lisher and president of The Amer- 
ican Hebrew, New York, succeeding 
Rabbi Isaac Landman. 


Daily Loses Eustis 
J. Tracy Eustis, vice-president and 
director of the Boston Evening 
Transcript, died July 25. He was 67 
years old. 


Take Lengthy Vacation 

The entire creative staff of the 
George A. Britten Advertising Com- 
pany, Cleveland, is taking a vacation 
during July and August. The new 
business department, however, re- 
mains on duty. 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 
New York 
333 North Michigan Ave., Chicago 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO. 210 So. Desplaine St. 


and 34 other cities 


THE NATIONAL NEWSPAPER OF ADVERTISING 
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may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS, STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORAN BOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 
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‘These Testimonials 


Are Paid 


for,’ Says 


New Realsilk Copy 


(Picture on Page 12) 


Chicago, Aug. 6.—Use of testi- 
monials from literary celebrities, 
with the frank admission that they 
are paid for at regular rates, will 
distinguish the advertising created 
for the Realsilk Hosiery Mills, In- 
dianapolis, by Erwin, Wasey & Co., 
the new agency. 

There will be separate campaigns 
for men and women, the first sub- 
stituting quality for style appeal, the 
latter placing style first and quality 
second. Spectacular Anton Bruehl 
photographs will be used. 

The only major copy feature car- 
ried over from the J. Walter Thomp- 
son regime is the three-year-old 
style committee, whose personnel 
and recommendations are mentioned 
in the women’s advertisements. 

There will be no change in the 
policy of using magazines exclu- 
sively. The company spent about 
$350,000 for space last year, but the 
new agency will begin with a some- 
what smaller appropriation. 

The list for the immediate future 
shows that six magazines have been 
dropped. The Saturday Evening Post 
and Woman’s Home Companion have 
been retained, and Time and Good 
Housekeeping have been added. The 
papers now on the list will get more 
insertions. 


Basis for Copy 


“We are addressing separate mes- 
sages to men and women,” said Leo 
N. Burnett, account executive, “be- 
cause women are most susceptible to 
style merchandising, while men are 
chiefly concerned with practical con- 
siderations. Furthermore, men re- 
spond to advertising in a light vein, 
whereas women react best to a 
serious style. 

“The two campaigns are tied to- 
gether with physical features and 
certain portions of the copy selling 
the Realsilk method of distribution 
and the seven exclusive features of 
the product. Women’s advertise- 
ments include a small boxed message 
to men, and men’s advertisements 
employ the same device to carry an 
extra word to women.” 

The men’s advertisements are 
written almost entirely by the con- 
tributor. They are prefaced with the 
following editorial note: 

“We asked (name of contributor), 
as a representative American writer 
and a Realsilk wearer, to tell about 
Realsilk socks in his own character- 
istic style, reimbursing him at his 
regular rate. Here’s how he filled the 
assignment.” 

Irvin S. Cobb opened the show for 
men in this week’s issues of the two 
weeklies. Eddie Cantor will put on 
the second act. 


Eddie’s Narrative 


Mr. Cantor’s story begins: 

“T’ve sunk a small-sized fortune in 
gilt-edge socks—and lost my shirt. 
I’ve bought them outright and my 
toes came right out. I’ve margined 
them; and they split four-for-one. 

“I tried blaming my feet, but they 
were too calloused to mind. It got so 
bad I’d be singing a number in brand 
new socks, and before the first chorus 
I'd be on my feet again. With one 
encore the socks became leggins.” 

Mr. Cantor tells how he was ad- 
vised to call a Realsilk representa- 
tive, how he followed the suggestion, 
and how he was sold. He concludes: 

“Well, those Realsilk socks socked 
me where other socks had failed. 
Now, I’m able to keep my mind on 
My songs instead of on my socks— 
and I’ve begun to make good in the 
show business. 

“I only: hope this little piece of 
mine will be seen by others in the 
same fix as I was, and that the story 
of my formerly foot-loose life will 
prove a ray of sunshine and a 
promise of better things to come in 
theirs.” 

Except for the request that they 


follow an outline to insure mention 
of Realsilk talking points, contribu- 
tors were told to use their own 
discretion. -The results were better 
than expected, no differences were 
encountered in editing, and none de- 
clined to contribute. 

Compensation varied but approxi- 
mated the rate at which the 
contributors are paid for magazine 
articles, and was somewhat less than 
the advertiser expected to pay. 


Removing the Sting 


“Our idea is simply to create ad- 
vertisements that will be read,” said 
Mr. Burnett. “The scheme adds the 
punch of testimonial advertising, 
from which the curse has been re- 
moved by our statement that it is 
paid for. 

“While we are making a beginning 
with writers whose audience is 
known to be large, any unknown who 
can tell the Realsilk story in an 
interesting way can sell us his yarn.” 

Following the first insertion, which 
is general as to text and dominated 
by the unique technique for hosiery 
illustrations, the women’s series will 
take up the seven superiorities of 
Realsilk hose for women one by one, 
following the plan used by Realsilk 
salesmen in demonstrating. 

The advertisements in the women’s 
magazines will be in two colors, with 
the illustration in monotone to match 
a fashionable hosiery shade. Copy 
will point to the color sample and 
call attention to color and fashion 
charts carried by salespeople. 

Realsilk salesmen are required to 
carry copies of magazines in which 
current advertisements appear and 
to base their sales talk on the adver- 
tising text. This plan was adopted 
many years ago, and much of the 
company’s success is attributed to it. 
Formerly, salesmen were given 
proofs of the advertisements, but it 
was found that consumers were more 
impressed when they were shown the 
advertisement as a part of the 
magazine. 

A second important sales aid ex- 
tended to the more than 12,000 Real- 
silk salesmen are good will gifts, or 
“door openers.” A hosiery mending 
kit has been the. most popular, but 
it has a new rival in a small celluloid 
wash board suitable for the wash 
bowl laundry. Other items with 
which the company is experimenting 
are Ivory Snow and lingerie pins. 


Davis and Hauser 
Win Golf Trophies 


Daniel W. Davis won the cup of- 
fered by the Seaman Paper Com- 
pany for first low gross in the an- 
nual joint golf tournament of the 
Chicago Advertising Council and 
Advertising Post, American Legion, 
last week. 

J. C. Hauser, Regensteiner Cor- 
poration, won the first leg on the 
Max A. Berns trophy for first low 
net. Closest to Mr. Hauser were 
Harry B. Todd, Lincoln Paper Co., 
and E. H. Morrissey, Green, Fulton, 
Cunningham Company. 

D. C. Leetch, of the Cuneo Press, 
had the lowest number of putts, 28; 
H. V. Strawn, of the A. B. C., had 
high gross of 147 and Hugh Falvey 
won the aquatic prize. 

Foursome winners included Harry 
Smedley, F. W. Bond, R. D. McKee, 
H. B. Hitchcock, W. S. Bremer, T. 
W. Merrill, Fred Fisher, H. Gabel, 
Joseph Hester, J. H. Johnson, C. L. 
McShane, F. M. Boughton, R. G. 
Olderr, F. T. Lowell, Miller Bran- 
non, S. J. Robinson and P. x 


‘Perkins. 


Advertising Louisville 
Dissolves Its Affairs 


Advertising Louisville, formed in 
the Kentucky city in 1927, to con- 
duct a three-year campaign for new 
industries, has wound up its affaars, 
turning $5,500 over to the Louisville 
Convention & Publicity League. 

The campaign was placed by the 
Elmer Doe Agency, Louisville. 


Back from Paris 
Returning from an international 
chain store convention in Paris, God- 
frey M. Lebhar, editor of Chain 
Store Age, New York, said an inter- 
national committee had been ap- 
pointed to exchange data. 


Now Mrs. Thompson 
Katherine Fenelon, advertising 
manager of Stokely Brothers & Co., 
Louisville, Ky., returned from a 
Canadian honeymoon August 3, in- 
troducing herself as Mrs. Alexander 
Thompson. 


Leaves Chambers 
Miss A. M. Casey, office manager 
of the Louisville (Ky.) branch of 
the Chambers Agency, has resigned 
to join the Cincinnati office of the 
J. Walter Thompson Company. 


Heads Radio Division 

E. F. Brazeau has left the Na- 
tional ‘Broadcasting Company to 
manage the radio department of 
Kenyon & Eckhardt, New York. 


Start “Archery Review” 

Archery Review has been started 
at Tulsa, Okla., by R. A. Brant, 
World building. 


Dailies Merge 
The Greencastle (Ind.) Banner 
and Herald merged under the for- 
mer’s name August 1. 


OLD DUTCH GIRL FINALLY SITS DOWN 


Cee 


Advertising men who have seen the Old Dutch girl rush through 
the advertising pages of newspapers and magazines for many years will 
be glad to know that Williams & Cunnyngham, Chicago, have tendered 
her a seat, effective with the September issues. Here she is shown talk- 
ing things over with a consumer. 


Buy “Logan Journal” Hold Billposters 


The Logan (Utah) Daily Herald Four striking billposters in Louis- 
has absorbed the Logan Daily Jour-| ville were held to the Grand Jury 
nal as the Herald-Journal. on a charge of defacing property. 


panies operate: 


Jackson, 
Ann Ar 


October 1, 1931. 


| Effective Oct. 1",1931 || 


REDUCTION J 


in the Cost of 
Poster Advertising 


These companies have succeeded in reducing operating 
costs, enabling them to give advertisers the benefit of a reduc- 
tion averaging approximately 12%% on poster advertis- 
ing contracts, in the following cities in which the com- 


San Antonio, Texas Erie, Pa. 

Salt Lake City, Utah Macon, Ga. 
Ogden, Utah 
Canton, Ohio 


Richmond, Ind. 
Palataka, Fla. 
Ocala, Fla. 
Middletown, Ohio 


The revised increased schedules at lower cost will apply 
to all existing and future contracts to be executed after 


These companies will continue to accord all recognized_ 
space-buying agencies, on accounts of national character, 
the usual commission of 16% % ... no more, no less. 


THE PACKER CORPORATION : PACKER OF FLORIDA, INC. 
THE PACKER ADV. CORPORATION 
General Offices: Cleveland, Ohio 


Butte, Mont. : 
Chattanooga, Tenn. 
Jamestown, N. Y. 
Olean, N. Y. 

New Castle, Ind. 
Gainesville, Fla. 
Daytona Beach, Fla. 
Lakeland, Fla. 
Amsterdam, N. Y. 


ich. 
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ADVERTISING AGE 


August 8, 1931 


New York Office of 
Ayer Is Transferred 


After 25 years at 200 Fifth ave- 
nue, the New York office of N. W. 
Ayer & Son has moved to 500 Fifth 
avenue, where the 25th, 26th and 
27th floors are occupied. 

On the 24th floor is a radio studio 
equipped to show advertisers how 
their programs will sound when 
broadcast. J. M. Mathes is vice- 
president in charge of the New 
York office. 


‘ 


Bundscho Introduces 
Weiss, New Type Face 


J. M. Bundscho, Inc., Chicago, has 
imported the Weiss family from Ger- 
many and will introduce it in this 
country. 

The face is available in roman, 
italic, roman bold and two series of 
initials. 


First with the 


COORDINATED 
PRESENTATION 
of 
HOME 
FURNISHINGS 


* 
RETAILING 


A Fairchild Publication 
8 East 13th St., New York, N. Y. 


Ask About This 
Market 


Now! 


Dollars work harder where buying 
is going on in normal volume. 


Cultivate now the college market — 
a million students spending thou- 
sands of dollars daily for products 
used today and bought again to- 
morrow. 


College newspapers will lead your 
product into campus stores arid into 
campus favor. 


Ask for the 


sman, 
Just Published 


Established 1913 


Collegiate Special Adv. Agency, Inc. 
NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. 


New 


—Ideas 
—Facilities 
—Headquarters 


For Producing 
Electrical Transcriptions . 


Radio Broadcast 


With our new facilities and equip- 
ment we are in better position than 
ever to offer complete and fast serv- 
ice in the production of electrical 
transcriptions, both 334 R.P.M. and 
78 R.P.M. for advertisers and agen- 
cies at moderate prices. Our service 
starts with the creation of the origi- 
nal idea and includes preparing, re- 
cording and distribution. Special 
Departments for sustaining pro- 
grams, sponsored programs and sta- 
tion representation. 


THE HANJON CO., Inc. 


29 West 57th St., New York City 


4-YEAR DRIVE 
ABANDONED BY 
FURNITURE MEN 


(Continued from Pagé 1) 
—will be sent to dealers. Newspaper 
and magazine publicity work which 
has been done by the Program will 
be continued by the retail associ- 
ation. 


Four of the semi-annual payments 
by subscribers, beginning July, 1929, 
have been collected and the fifth was 
due July 29, 1931. The letter saic 
this will be the last payment and 
the three notes still in the hands ot 
the trustee bank will be returned. 

This announcement said in part: 


“Following a close analysis of sev- 
eral hundred letters received from 
retail and manufacturer subscribers, 
the Board of Governors of the Na- 
tional Retail Furniture Association 
took the first necessary legal steps 
toward the orderly cessation and li- 
quidation of the National Home Fur- 
nishings Program. 

“The Program will be carried 
along in all of its phases except na- 
tional advertising and merchandis- 
ing until the end of the year. The 
Style Show will go on and the prom- 
ised material will be distributed to 
dealers. The publicity material will 
be furnished to press associations. 


Continue Retail Campaign 


“The Retail Association will keep 
up the present successful newspaper 
and magazine publicity after the 
complete cessation of the Program. 
These items and the paying of all 
present indebtedness will be taken 
care of from the July 29, 1931, pay- 
ments. Any funds available after 
liquidation will be distributed pro 
rata among paid up subscribers. 

“The lamentable condition of busi- 
ness generally, and of the furniture 
industry in particular, must be rec- 
ognized by all, and in the opinion of 
the Board of Governors, indicates 
the wisdom of an orderly closing up 
of the Program.” 


Plans for the National Home Fur- 
nishings Program, one of the largest 
co-operative trade association adver- 
tising campaigns in the history of 
American advertising, were started 
in 1928. A committee of the Na- 
tional Retail Furniture Association 
investigated the project and the Mil- 
lis Company was invited to frame a 
plan of action. A survey of the in- 
dustry was made under Millis’ direc- 
tion by Randolph Branner, now edi- 
tor of the Seng Book, a furniture 
trade paper. Mr. Branner reported 
the results in a book entitled “Why 
People Don’t Buy Furniture,” which 
caused much comment at the time. 

The original plan offered by the 
Millis Company proposed a fund 
with a minimum of $1,000,000, to be 
spent in a four-year campaign, but 
at a “Furniture Congress” in Chi- 
cago in October, 1928, some of the 
larger manufacturers objected to 
this amount as too small. 


Provide $4,000,000 Minimum 


They said the object of the cam- 
paign, the rejuvenation of the fur- 
niture industry in America, could 
not be accomplished without a much 
larger advertising and merchandis- 
ing effort. As a result the plan was 
amended to provide for a $4,000,000 
minimum. Subscriptions were taken 
with the proviso that unless this 
minimum was reached subscriptions 
would be void. The total actually 
subscribed was around $4,300,000. 
This total was about equally divided 
between 700 manufacturers and 
1,500 retailers. 

The campaign started with full 
pages in national magazines in Oc- 
tober, 1929. The theme, “First Fur- 
nish Your Home—It Tells What You 
Are,” was intended to create dissat- 
isfaction among American women 
with their present surroundings. 

In support of the magazine adver- 
tising was a comprehensive tie-up 
program. Twenty-four and three- 
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This is not a millionaire’s library, but the office of Ben Sweetland, head of Sweetland 


all subscribers who would pay for 
the outdoor space. Newspaper ad- 
vertising mats were sent to all re- 
tail subscribers. A monthly furni- 
ture newspaper special section was 
printed and sent to all daily news- 
papers and all subscribers, mats be- 
ing supplied free to both. Window 
streamers and display cards were 
sent free to subscribers. 

In October, 1930, the first National 
Furniture Style Show was held in 
stores all over the country as a sim- 
ultaneous exhibit of new fall and 
winter merchandise. Semi-annual 
conferences of the home furnishings 
editors of national magazines were 
held under Program auspices in 
Grand Rapids and Chicago. A rep- 
resentative of the industry, working 
in the Department of Commerca 
produced a book, “How to Judge 
Furniture,” which is being distrib- 
uted by the Department. 

The advertising for the first six 
months of this year urged the home 
manager to “Inventory Your Home” 
and an elaborate “Planbook”’ to be 
used in the inventory was distrib- 
uted through subscribers. 


Prizes for Consumers 


There was also a contest for con- 
sumers in which prizes were offered 
for best plans and letters on the 
proper furnishing of the home. In 
addition to cash awards, the first 24 
prize winners were offered a “Tour 
of Famous American Homes,” which 
was a trip over the entire United 
States, visiting famous homes on the 
way. Ironically enough, the prize 
winners started on their tour just 
two days after the association de- 
cided to cancel the national cam- 
paign. F 

A statement covering expenditures 
from July 1, 1929, to January 1, 
1931, published in a recent issue of 
the “Furnitor,” a monthly campaign 
house organ to subscribers, shows 
the amounts spent. Summarized in- 
to three general divisions, the totals¢ 
are: 

Magazine advertising 

space and advertising 

preparation costs ............. $765,178.71 
Tie-up material to sub- 

scribers, including 

Style Show and publi- 

cations 
Publicity expenditures 

and miscellaneous items 117,625.43 


378,016.32 


$1,260,820.46 

These expenditures do not include 
collection costs. 

The total for the entire campaign 
is not known, but it is estimated 
that the final figure will be around 
$1,750,000. 

Magazines used in the 1929-1930 


Telegraph Adopts 
Serial Story Idea 
New York, Aug. 6.— The 
competition of telephone com- 
panies has led the Western 
Union and Postal to develop 
the serial telegram, by which 
a telegraphic conversation can 
be carried on at considerably 
reduced rates. 


| Telephone Number Eldorado 5-6935 


sheet posters were shipped free to 


advertising were the Saturday Eve- 


ning Post, Ladies’ Home Journal, 
Cosmopolitan, McCall’s, Good House- 
keeping, Delineator, Woman’s Home 
Companion and the American Week- 
ly. In the 1930-1931 schedule the 
same magazines were used, and 
added were Collier’s, Pictorial Re- 
view, Better Homes and Gardens, 
American and True Story. 

Under the schedule as last an- 
nounced the final advertisement of 
the campaign appeared in the July 
issue of the Woman’s Home Com- 
panion. .- 


To Sell Property of 
National Trade Journals 


Charles W. Littlefield, receiver, 
will hold a public sale of property 
of National Trade Journals, Inc., a 
Delaware corporation, in Court Room 
No. 2 in the Woolworth Building, 
New York, at 11 a. m., August 14. 

Included will be the corporation’s 
interest in Good Furniture and Dec- 
oration, National Cleaner and Dyer, 
Motorship, Diesel Power, Fishing 
Gazette, Canning Age and Butchers’ 
Advocate. 

The sale will also include the cor- 
poration’s interest in the Heating & 
Ventilating Magazine Co., publisher 
of Heating and Ventilating Maga- 
zine; Motorboat Publishing Co., pub- 
lisher of Motor Boat; National Spe- 
cialty Salesman Publications, pub- 
lisher of Specialty Salesman Maga- 
zine; Rogers & Manson Co., publish- 
er of Architectural Forum; and Na- 
tional Plan Service, Inc., a builders’ 
service, 


Byers Account Goes 


to McCann-Erickson | {¢ 


Effective October 1, the advertis- 
ing of the A. M. Byers Company, 
Pittsburgh, manufacturers of gen- 
uine wrought iron pipe, plates and 
forging irons, will be directed by the 
oe office of McCann-Erickson, 
ne. 

G. B. Cushing is advertising man- 
ager of the Byers Company. 


Get Insurance Account 


The Sun Advertising Agency, To- 
ledo, has been appointed by the Gen- 
eral Mutual Life Insurance Co, Van 
Wert, O. Magazines, newspapers, 
trade papers, outdoor advertising 
and direct mail will be used. 


News League Appoints 
Sawyer-Ferguson Co. 


The Sawyer-Ferguson Company, 
Chicago, has been appointed to rep- 
resent the News-League, succeeding 
I. A. Klein, Ine., which continues 
representation in the East. James 
L. James, of the Klein staff, has 
joined Sawyer-Ferguson. 

The News-League is made up of 
the dailies of ex-Gov. Cox, of Ohio, 
embracing the Dayton (0.) Daily 
News, Springfield (O.) Daily News 
and Daily Sun and the Miami (Fla.) 
Daily News. 


Opens Copy Studio 
R. W. Anderson, formerly with 
Russell T. Gray, Inc., Chicago ad- 
vertising agency, has opened a copy 
studio in the Daily News Building, 
Chicago. He will specialize in tech- 
nical copy. 


Heads Craftsmen 


H. F. Edmonds, of Los Angeles, 
was elected president of the Pacific 
Society of Printing House Crafts- 
men at its Seattle meeting. 


Rosette with Peck 


George A. Rosette has joined the 
Peck Advertising Agency, New 
York, as account executive. 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . . . one color 

and black in Daily or Sunday news sections 

- + » four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


For Dependable 
Photostat Service 


FA RUSSO irc. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. Sith St. 
VAnderbilt 3—9975-6-7 
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HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 
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Women in 
Advertising 


Aileen Hamner 


Lynchburg, Va., Aug. 6—This city 
boasts possession of one of the few 
feminine outdoor plant owners in the 
United States. She is Mrs. Roland 
T. Hamner, who starting with one 
panel in 1927, has developed, the 
number to 76, largely in commercial 
districts. 

By way of diversification, Mrs. 
Hamner also conducts a general ad- 
vertising business. She has had con- 
siderable experience in theatrical 
management. 

Mrs. Hamner entered the outdoor 
advertising field shortly after her 
graduation from Columbia Univer- 
sity. The Virginia Outdoor Adver- 
tising Company, of which she is 
president, has progressed steadily in 
spite of the fact that she has been 
compelled to devote much of her 
energy to the repeal of harassing 
legislation. 

Largely as the result of her intel- 
ligent opposition, Lynchburg’s poster 
and zoning ordinances were held 
void by the courts in March, 1930, 
the first as unconstitutional and 
the second as contravening state 
statutes. ; 

Mrs. Hamner was born Aileen 
Gregory. As an orphaned child, she 
was adopted by foster parents, who 
gave her the advantages of a college 
education. In 1925, she married a 
member of a prominent Lynchburg 
family, who is now associated with 
her in business. 

Prior to entering the advertising 
field, Mrs. Hamner served the J. P. 
Bell Publishing Co. 


Canadian Agencies 
Form Consolidation 


McConnell & Ferguson, Ltd., Lon- 
don, Ont., and the Eastman Adver- 
tising Company, Vancouver, B. C., 
have merged. 

Morgan Eastman will be chairman 
of the merchandising board for the 
entire organization, and V. C. Irons 
will take charge of the Vancouver 
offices. 


Rejoins “The Oregonian” 


Dan Gerber has resigned as sales 
promotion manager of Hamley & Co., 
Pendleton, Ore., to return to The 
Portland Oregonian as promotion 
manager. 


Joins Select List 


The Susquehanna (Pa.) Traa- 
script has joined the Pennsylvania 
Select List and will be represented 
in the national field by Fred Kim- 
ball, Inc., effective September 1. 


Tax Political Posters 


Political posters are not exempt 
from the State tax on outdoor ad- 
vertising, it was ruled in New Jer- 
sey this week. 


R. L. Douglas Dead 
Robert L. Douglas, 52, field rep- 
resentative of the Meyer Both Com- 
pany, advertising service organiza- 
tion of Chicago, died in that city 
August 6 of heart disease. 


Tenth District 
to Hold Meeting 
October 18-20 


San Antonio, Texas, Aug. 6—Oc- 
tober 18-20 were selected as the 
dates for the annual meeting of the 
Tenth District, Advertising Federa- 
tion of America, to be held in this 
city, at a joint meeting of the execu- 
tive committee and the convention 
committee of the San Antonio Ad- 
vertising Club. 

The Plaza Hotel was selected -as 
headquarters. An advertising ex- 
hibit will be a feature with Conway 
Craig in charge. All phases of ad- 
vertising will be covered. 

Efforts will be made to induce Gil- 
bert T. Hodges, president of the 
A. F. A., to attend. Other prominent 
speakers are being contacted. 

LeRoy Schwartzkopf is general 
chairman of the eonvention commit- 
tee. Other chairmen are Claude 
Aniol, program; Robert G. Coulter, 
publicity; O. P. Schnable, special 
membership campaign; T. E. Crab- 
tree, finance. 


McLean’s Sons Get 


Philadelphia Daily 

The Philadelphia Bulletin passes 
into control of Robert and William 
L. McLean, Jr., by the terms of the 
will of the late publisher of that 
paper, whose will was probated this 
week. 

Robert McLean, who has_ been 
vice-president of the paper, was 
elected president, and William L. 
McLean, Jr., who has been secretary- 
treasurer, was made vice-president 
and treasurer. 

R. McLean, the _ publisher’s 
brother, who has been circulation 
manager, was elected secretary. 


Adds to Beauty Line 

Colgate - Palmolive- Peet, Chicago, 
have introduced several new “Seven- 
teen” products, which are advertised 
as “youth tone” cosmetics. The addi- 
tions include rouge, lipstick and new 
double and single compacts in black 
ee bearing the brand’s floral 
motif. 


Pierce Elects Insurance 

L. A. Pierce has resigned as 
account executive of the Foster & 
Kleiser Company, Portland, Ore., to 
write insurance for the Manufac- 
turers’ Life Insurance Company of 
Toronto, Can. He will remain in 
Portland. 


“Star” Cuts Rates 

The Delmarva Star, Sunday paper 
of Wilmington, Dela., has cut its 
national advertising rate from 6 to 
3} cents a line. The local rate will 
be 5 cents a line for 5,000 lines and 
4 cents for 25,000 lines. The open 
rate will be 6 cents. 


Assistant to Collins 
William H. Howard has been ap- 
pointed assistant to the vice-presi- 
dent and publicity director of R. H. 
Macy & Co., New York, succeeding 
Robert M. Lusk, who became pub- 

licity director for Bamberger’s. 


Get Rubberset 


The Frank Presbrey Company, 
New York, has been appointed by 
the Rubberset Company, Newark, 
N. J. K. Martin, account executive, 
will direct a campaign in newspa- 
pers, magazines and trade papers. 


Create New Face 


For Newspapers 

The Mergenthaler Linotype Com- 
pany, Brooklyn, N. Y., has announced 
Excelsior type designed for high- 
speed newspaper printing conditions. 


New N. B. C. Station 


. Station WIBA, Madison, Wis., has 
joined the National Broadcasting 
Company’s network of 77 stations, 
Governor LaFollette participating in 
the introductory program. 


Start New Paper 
The Nelson Publishing Company, 
420 Lexington avenue, New York, 
will start Research Laboratory Rec- 
ord as a new monthly. Victor L. 
Parks is publisher. 


To Manage Radio 
William H. Purnell has been ap- 
pointed manager of the radio de- 
partment of Arthur Towell, Inc., 
agency of Madison, -Wis. 


HOW TO EARN 
HEARTY LAUGH 


Chicago, Aug. 6.—To prove his 
assertion that the difficulties with 
which dealers are now struggling are 
due to their own inefficiency and not 
to adverse conditions beyond their 
control, Amos Parrish, who ad- 
dressed the Interstate Merchan‘s 
Council, presented a chart based or 
statistics of Harvard University’s 
Bureau of Business Research. 

Of the more than 500 representa- 
tive department and specialty stores 
reporting, the average net profit of 
those doing less than $500,000 a year 
was shown as declining since 1923, 
even through boom periods. 

There was some fluctuation in the 
net income of department stores 
doing a greater volume and of spe- 
cialty stores, but the story was sub- 
stantially the same. 

Mr. Parrish said the solution lay 
in a return to first principles, and 
that the large retail establishments 
of today would have to learn the 
simple fundamentals which made the 
pack peddler successful. 

“The retailer must learn what his 
customers want,” he said. “He must 


offer them only that and at prices 
they want to pay. 

“He must recognize old stock as 
an enemy and treat it as such. He 
must know his cost figures and what 
they mean. He must plan his selling 
first and his buying second, and put 
real selling effort into everything he 
does. 

Advertising is one of the vital 
tasks retailers are bungling, he said. 
He advised his audience to test their 
copy by reading it aloud. 

“You'll laugh yourself sick if you 
do,” he declared. 

Fashions are a logical develop- 
ment of what has been and should 
not be hard to forecast, according to 
this authority. While he told retail- 
ers they must keep up with the mode, 
he warned against sponsoring revo- 
lutionary styles. 


Insurance Group 


To Hold Exhibit 


The National Association of Mu- 
tual Insurance Companies has ap- 
pointed judges for the advertising 
exhibition in connection with its 
Chicago convention October 5-8. M. 
P. Luthy, Lumbermen’s Casualty 
Mutval Co., Chicago, is in charge. 

Awards will be decided by O. C. 
Harn, managing director of the 
Audit Bureau of Circulations; Homer 
J. Buckley, chairman of the board, 
Buckley, Dement & Co., and Guy C. 
Smith, director of advertising, Libby, 
McNeill & Libby, all of Chicago. 


DRAWING ANALOGY 


In everything there is 


Outstanding 


+ 


.. +. + én Fence it’s Cyclone 


The Dyer-Enzinger Company, 
Milwaukee, has met the difficulty 
of glorifying a prosaic article by 
likening it to the products of Ben- 
venuto Cellini and other famous 
craftsmen of the past, in this cam- 
paign for the Cyclone Fence Com- 
pany. 


AGEMENT. 


attend. 


Forms Close September 1 


for the preconvention issue of Hospital Management 


HE 33rd annual meeting of the American Hospital Asso- 

ciation and four allied groups will be held in Toronto, Ont., 
September 28-October 2. This meeting is the most important 
of the year for hospital executives, and will attract delegates 
from every part of the United States and Canada. 


Complete details of the various programs, as well as many 
special features of interest to those attending the meeting, 
will appear in the September 15th issue of HOSPITAL MAN- 


This issue will be placed in the hands of 5,000 hospital 
| executives throughout both countries at least ten days before 
the start of the convention, and will be read with unusual 
interest by the ‘‘stay-at-homes”’ as well as by those who will 


Send in your reservation now for this important issue. One 
page, $110; half page, $60; quarter page, $40. 


HOSPITAL MANAGEMENT 


537 S. Dearborn St., Chicago Graybar Bldg., New York 
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AS THE CAMERA’S EYE SEES THE NEW 


a. 


oie 
ote Oe 


“MY ONE BEST BET” 


The member who makes the best talk on this subject at the Boston 
convention of the Financial Advertisers Association will receive this 
award from C. A. Harrison, Jr., president of the Franklin Trust Co., 
Philadelphia. 


ANTON BRUEHL TAKES CAMERA IN HAND FOR REALSILK 


Mr. Bruehl, however, didn’t provide the stars, which came from the art department 
of Erwin, Wasey & Co. They indicate the strong points of Realsilk. 
(Story on Page 9) 
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Nelson W. Gage, founder and On returning to New York from 
president of the Gage Publishing Mexico, F. W. Nichol, who is man-§ 
Co., New York, celebrated his 40th ayer of International Business Ma- 


anniversary in business by promot- 7 Avan ‘ 
ing himself to chairman of the chines Corporation’s foreign busi-§ 
board. The company publishes two mess in 77 countries, predicted a 


strong electrical papers. rising tide of export trade. 
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The roll om the leit that looks like Granger Twist was 
formerly sx one-doliar balls, and the muramufed packet 
con the raght @ aB that ws left of three tens and atwenty 
it's 2 vanation of the old story. Pear of banks money - 
bidder: at home thar tune in the oven—and then an 
expensive cake was baked. Now we are trying to asve 
a low tor the owner by asking the Treasury 

at Washington to replace the money. They'll do it 
they can idennty the deqummnanons. ee ee ; ; 
In the meantime we ate gowg to restrain all impulses ‘ 
to port morals or make obvious quips about baking 
“dough” or having money to burn We are only going 
to remind you that we are operating Se. Louw’ Largest 
Savings Department, where a lot of people are keep- 
img a tot of money safe ftom fire and everything ele. 


_Mercanti 
Bank and Trust Company 
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OLD ENGLISH PRINT INTRIGUES INTERWOVEN DEALERS TURN BACK TO BASIC APPEALS 


Dealers have demanded several editions of this counter card first issued by the Inter- The familiar story of money being destroyed by fire was” 
woven Stocking Co., New Brunswick, N. J., four years ago. The old English black and used by a St. Louis bank recently. It reports a happy sequel in 
white print flashes the information that there is a special Interwoven model to fit the that the Treasury Department identified the bills in this casé™ 
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» “fatted calf.” and ordered their replacement. 
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